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FOOD PROTECTION 
TO BE STUDIED BY 
U. §. GOVERNMENT 


Long Delayed Research Program 
to be Carried Through 


The Society for Electrical Development, 
420 Lexington Avenue, New York City, 
jas issued a progress report on electric 
r(rigeration, in which it is announced that 
tie plan to have special research work 
undertaken by the Bureau of Home Eco- 
nomics of the U. S. Department of Agri- 
culture has finally been arranged. This 
research work, which was aimed to deter- 
mine fundamental facts about electric 
reirigeration, by original research on the 
part of an authoritative government organ- 
ivation, was part of the co-operative mar- 
ket development program for which six 
menufacturers subscribed a fund of $100,- 
(ju to be administered by the Society in 
c.rrying out a well defined educational 
program during 1926. According to the 
report, it was found that the governmental 
department could not receive funds for spe- 
cial work from a national association, and 
this difficulty was overcome by arranging 
to have the contract executed with the 
Department of Agriculture by the Electric 
League of Washington, D. C. The work is 
being financed out of the fund originally 
subscribed by the manufacturers, but owing 
to the delays incident to the execution of 
the necessary contracts, it was decided to 
postpone the actual start of the work until 
September 1. 

The only question now is whether or not 
the manufacturers will supply the equip- 
ment requested by Dr. Louise Stanley, head 
of the Bureau of Home Economics. The 
Department of Agriculture has_ received 
funds for two months’ work and additional 
moneys will be placed at its disposal 
through the Electric League of Washing- 
ton, in accordance with the contract. This 
work will go on uninterruptedly and it is 
considered advisable that it shall continue 
for a period of not less than twelve 
months, 

The reports of the findings of the 
Rureau of Home Economics will be made 


(Continued on Page 9, Column 3) 


FRIGIDAIRE ADVERTISEMENT 
REVEALS ECONOMIES OF 
ELECTRIC REFRIGERATION 


The question of the actual saving made 
through the use of electric refrigeration, 
which arises with the sale of practically 
every machine is well met in a three-quar- 
ter page Frigidaire advertisement which 
appeared in the Detroit News, October 13. 

The advertisement is headed “Frigidaire 
saves average of $105.36 a year over ice 
refrigeration.” The following copy explains 
how this figure was arrived at: 

“Many still regard electric refrigeration 
as expensive. To prove that this is not 
true of Frigidaire, we sought the opinion 
of some 10,000 users. 

“The answers were startling. They indi- 
cated savings even greater than we antici- 
pated. According to carefully tabulated 
records, an average of $105.36 per year— 
over and above all operating costs! These 
amazing economies are due to two things: 


(1) No ice bills. (2) No food waste. 
But remember—there are other economies 
that cannot be figured in dollars and cents. 
Cleanliness, for example. Convenience. 
Hea'th protection. Ice freezing ard des- 


sert making service. Frigidaire gives them 
all -o you. Who can now doubt that 


Fr daire saves money far beyond the 
COs 


BR'LLIANT COLORS FEATURED 


IN 1928 KELVINATOR LINE 

‘ie idea of making the electric refrig- 
cra or a “thing of beauty” in apartments, 
duj exes and small homes by various color 


fin's!i combinations and designs belongs to 
Kei.inator Corporation, Detroit, which has 
just announced a new line of special finish 
reirgerators. 

the modern kitchen which is each 
day becoming a more attractive room, we 
fin’ the following color combinations 
listed: Chinese red base with black border 
an a parrot on door, torquoise blue base 
wi' border on door of conventional orange 
and lemon design, apple green base with 
fine border on door of darker green, and 
Jersey cream base wtih fine border on door 
of dark green. ; 


Yommed condensereoils 


No Scale. Smooth inside. Formed and fabri- 
cated to your order. Write for Prices 


Electric 


Electrical Treasure Ship 
Features Refrigeration 


and Radio in Phoenix 


refrigeration and radio ride the wave 


of prosperity together on this Electrical Treas- 
ure Ship, sailing under the colors of the Elec- 
trical Equipment Co., Phoenix, Arizona. 


Apparently the radio-refrigeration combina- 
tion is proving a happy one if we are to judge 
from the expressions on the faces of “Captain 
Kidd” and his attractive crew drafted from the 
ranks of the company. 

Every care was exercised to see that the 
Treasure Ship was a true replica of the type of 
vessel used by pirates in sailing the seven seas. 

The float caused much favorable comment 
among the people of Phoenix. 


Radio and Electric Refrigeration Are 
Winning Team Mates for the Dealer 


Refrigerator Sales Offset Summer Slump in Radio—Both Require Specialty Salesmen 
—Service Problems Similar—Old Customers Become New Prospects 


RADIO-REFRIGERATION 
COMBINATION KEEPS 
THE SALES CURVE UP 


Two Lines Makes Prospect List 
Double in Value 


By A. Horne 


The securing of satisfactory dealer rep- 
resentation is one of the outstanding prob- 
lems in the successful distribution of elec- 
tric refrigeration. From many angles it 
would appear that the radio dealer is the 
logical outlet for such distribution. So 
thinks Mr. Dahl, San Francisco dealer 
for Copeland refrigerators and Bosch 
radios. 

“The radio dealer is essentially a special- 
ty man. Unlike almost any other kind of 
a dealer, he has trained himself, and has 
also trained his assistants, to SELL. He 
doesn’t wait for people to come and take 
his goods away from him. He knows what 
factors enter into the sale of a specialty 
article. The same knowledge, the same 
habit of mind, can be brought to bear on 
the sale of electric refrigeration. And 
because in the public mind refrigeration is 
mostly a summer necessity (a mistaken 
idea, because ‘every day is summer time 
in the kitchen’), the sale of refrigerators 
is destined to remain, for some time at 
least, a summer affair, while radios find 
their greatest sale in the winter—the peak 
of one line of merchandise in this way con- 
veniently overlapping the valley of the 
other, and vice verse. ' 

“For this reason alone,” Mr. Dahl con- 
tinued, “radio dealers take kindly, even 
eagerly, to the idea of taking on a refrig- 
erator line. They know from experience 
what their radio business amounts to in 


(Continued on Page 7, Column 1) 


*Combination Works in Kansas City * 


and New Orleans 


W. L. Putnam, of the Western Radio 
Company of Kansas City, Mo., says: 

“This year we have built an organiza- 
tion of nearly 100 dealers. It is true that 
in many cases the same service man han- 
dles both radio and electric refrigeration. 
Our thought, however, in taking on elec- 
tric refrigeration was not necessarily to 
give the service man a job in the summer— 
instead, it made a medium to hold both our 
sales force and the dealer’s. 

“It is my opinion that it would be hard 
to find two lines that would make a year 
‘round business that would work together 
better than electric refrigeration and radio. 
I believe the consumer market for both 
lines is just about the same—neither’ is 
there much difference in the dealer outlets, 
with the exception, perhaps, of music 
stores.” 

Henry R. Goldstein, of the Gulf Sales, 
Inc., 1123 St. Charles Ave., New Orleans, 
La., says: 

“Radio sales are almost nil during the 
summer months. Consequently electric 
refrigeration has filled this gap in our 
business. We have separate service depart- 
ments for each line. 

“Prospects for electric refrigeration are 
also prospects for radio, and in many 
instances we have both installed in the 
same homes. 

“We believe that the two make excellent 
team mates, because the peak of one falls 
during the summer months and the peak 
of the other comes during the winter 
season.” 


An Outstanding Sales Feature 
far REFRIGERATORS 


RADIO DEALER SAYS 
PUSH REFRIGERATION 
8 MONTHS IN YEAR 


$3,000 Capital Needed to Handle 
Refrigeration Line 


By Willis Parker 


As far as the radio dealer is concerned, 
electric refrigeration fits perfectly into the 
merchandising picture of the radio dealer, 
according to Mr. F. W. Gray, president 
and manager of Gray Brothers Radio 
Company, Denver, Colo. He qualifies his 
statement, however, by the big, little word 
“if” and tacks on to it, “if the radio dealer 
will take electric refrigeration seriously 
and construct his sales organization, his 
display and merchandising stock, his serv- 
ice department in a manner that shows he 
means business.” 

The two lines of merchandise are in 
many ways similar. They are similar in 
price (if we consider good radio sets) ; 
are similar in the manner of sales methods, 
in servicing, in the capital required for best 
merchandising and service efforts; the 
same list of prospects suffices (when we 
consider the residence sales) and in both 
lines; the sale of one instrument leads to 
the sale of another. Pride of possession 
enters into the purchasing motives in either 
case. Time financing is a detail in either 
picture. 

Instead of endeavoring to compete with 
the automobile for summer attention and to 
force business in radio when the public is 
more interested in good roads and moun- 
tain trips, this company considers radio a 
four months’ business, and turns sales ener- 
gies into more profitable channels by push- 


(Continued on Page 4, Column 1) 
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IMPROVEMENTS IN 
ELECTRIC MOTOR 
DESIGN EXPLAINED 


Engineers of Motor Manufacturers 
Speak at A. S. R. E. Meeting 


The characteristics of an ideal motor for 
electric refrigeration service were outlined 
and the technical methods of accomplishing 
the requirements in terms of small motor 
design were explained in a most interesting 
manner at the fall meeting of the Detroit 
Section of the American Society of Refrig- 
erating Engineers, held at the club rooms 
of the Detroit Engineering Society Mon- 
day evening, October 17. ' 

7): H. Garcelon, of the Westinghouse 
Electric & Mfg. Co., Springfield, Mass., 
opened the discussion by showing, in dia- 
gramatic form, the operating character- 
istics of the two principal types of frac- 
tional horsepower motors, “split” phase, 
used in connection with household electric 
refrigerators, namely, the “squirrel cage 
induction” and the “wound rotor repulsion 
induction” types. Wayne J. Morrill, Gen- 
eral Electric Co., Fort Wayne, Indiana, 
supplemented the outline previously pre- 
sented by showing variations in these basic 
designs which improve their operating 
characteristics. A. D. McLay, of the 
Detroit Edison Co., explained the view- 
point of the central station with reference 
to power factor and starting current. 

H. L. Brump, of the Day-Fan Electric 
Co., Dayton, Ohio, next contributed to the 
discussion by showing the possibilities of 
the split-phase type of motor, with a cen- 
trifugal clutch which reduces the starting 
current. Paul Baker, Wagner Electric 
Co., St. Louis, Mo., added to the education 
of the assembly on this important subject 
by further discussion of design problems. 
W. H. Eldridge, Holtzer-Cabot Electric 
Co., Boston, Mass., made further com- 
ment. J. W. Naul, Diehl Mfg. Co., Plain- 
field, N. J., was present, but explained that 
his company is not manufacturing motors 
for electric refrigeration duty. FE. C. Rob- 
inson, Century Electric Co., St. Louis, Mo., 
reviewed ‘the history of fractional horse- 
power development from the early days, 
and showed some of the difficulties encoun- 
tered by the manufacturers in meeting the 
requirements for this application. 

Another feature of the program was a 
discussion of the methods and purposes of 
the Underwriters Laboratories, Chicago, 
presented by Sydney B. James, engineer in 
charge of the casualty and automotive 
department. Mr. James stressed the point 
that the Laboratories are organized as a 
non-profit operation, in which the compa- 
nies submitting equipment for test pay the 
actual expense involved. He made it clear 
that the Laboratories make no adverse 
comment on any equipment in case it fails 
to meet their requirements and that their 
function is limited to the approval of mate- 
rials and equipment from a casualty and 
fire-hazard standpoint. 


Specifications of an Ideal Electric 
Refrigerator Motor 

In discussing the numerous requirements 
which face the manufacturer of electric 
motors, Mr. Garcelon outlined the charac- 
teristics of a motor which would be ideal 
under all circumstances. He pointed out 
that the ideal motor must have a high 
“starting torque” and a high “pull-up 
torque” to get under speed against the 


heavy load of the electric refrigerator 
compressor. These characteristics are 
essential to this application of electric 


power. Furthermore, the manufacturer is 
insistent upon reliability since the machine 
must operate automatically under adverse 
conditions and without attention over long 
periods of time. In brief, no motor is good 
unless it stands up and delivers service 
under home conditions. 

In addition to these demands, the cen- 
tral station is insistent upon high “power 
factor” because this affects the capital 
investment in generating equipment neces- 


(Continued on Page 8, Column 1) 


Electro-Kold Makes Two 
Appointments 


Electro-Kold Corporation, of Spokane, 
Wash., has appointed J. C. Allen, elec- 


trical contractor, 1665 34th St., San 
Diego, Calif., dealer for San Diego 
county. 


Frederick W. Salt will be the new fac- 
tory representative for Electro-Kold for 
northern California. 
duties October 15 and his headquarters is 
now, care of E. A. Cornely Co., Inc., 1452 
Bush St., San Francisco, Calif. 


He assumed his new 


‘Leading manufacturers trim 
their refrigerators with 


Mone! metal 


International Nickel Co. (Inc.).67 Wall St., New York City, 
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ICE MAKERS OUTLINE 
ADVERTISING PLANS 
TO MEET COMPETITION 


Increased Budget Co Covers Extensive 
Campaign in in Colors 


That the icemakers of | of this country real- 
ize the necessity of some action on their 
part which will meet the great volume of 
advertising being done by manufacturers 
of electric refrigeration, is evidenced by the 
tentative plans laid down at the meeting of 
the Committee on National Educational 
Publicity of the National Association of 
Ice Industries at Chicago on September 23. 

According to a statement by the commit- 
tee, while the advertising of the past year 
has accomplished a lot of good in spite 
of the meager space employed, the volume 
of it has been out of proportion to the 
advertising done by the small refrigerat- 
ing machine people. It has also been out 
of proportion to the size and the revenues 
of the ice industry. Other industries, such 
as the florists, laundry owners, and confec- 
tioners, were cited as having successfully 
used campaigns after which ie icemakers 
might pattern their own. 

“Some of these industries,” the report 
of the committee stated, “enjoyed much 
smaller revenue and did a much smaller 
annual business than is true of the ice 
industry, and still they spend more freely 
for the protection and improvement of 
their business.” The report continues: 
“The $300,000 recommended by the com- 
mittee for next year is a very moderate 
sum. The competing forces are thoroughly 
awake and lavish in their effort; the ice 
men cannot afford to let the public get a 
one-sided education. Time is a big factor. 


Electric Refrigeration To Give Ice 
Real Battle 

“To be sure, the small ice machine has 
had no walk-away as yet; it is struggling 
to overcome the reaction which always 
follows in the wake of popular interest in 
a new thing; the novelty wears off, and 
then it must be sold on a utility basis, and 
will be sold by a widespread sales effort, 
backed by voluminous advertising. The 
machine itself will be made as fool-proof 
as possible, service will be organized, and 
electric energy rates be made low. As the 
machine people move forward into their 
1928 campaign, you can depend upon its 
being a sweeping advance and giving ice 
a real battle. On an even basis of effort, 
ice can easily hold its own. But will the 
effort be anywhere near equal? Will the 
ice industry advertise in anything like the 
volume and color of the small machine 
industry ? 

“There are a number of things for the 
ice industry to do, some of which are 
already being done, but can be done more 
effectively. They are: The sale of good 
refrigerators and the ousting of poor ones, 
more vivid and voluminous national adver- 
tising, more widespread news service for 
ice, more direct contact with ice customers, 
better service, scored ice and the outside 
icer. 

A study of the cost of ice service in the 
average household made by the committee 
will be of interest for comparison with the 
cost of electric refrigeration. 

“The results showed that in the wealthy 
home ice averages about $75 for year- 
round service; in upper middle class homes 
it averages about $43, about $3.50 per 
month; in the lower middle class, $29.00, 
or less than $2.50 per month for year- 
round service.” The report of the commit- 
tee states that advertising copy and lay- 
outs for next year have been submitted 
and generally approved. Much of this 
copy will appear in colors as full page 
advertisements to appear in national maga- 
zines. Through the use of color the 
advertisements bring out the appetizing 
appearance of foods preserved with ice 
refrigeration. “Build up baby’s vitality now 
—before hot weather” and “It pays to take 
ice the year-round” are two of the head- 
lines which appear in the tentative series 
of advertisements. The whole series will 
be presented at the annual convention of 
the National Association of Ice Industries 
to be held at Atlanta, Ga., Nov. 1—4, 1927. 


RADIO DEALER FINDS THAT 
BONUS TO INSTALLATION MAN 
CUTS SERVICE OVERHEAD 


The installation bonus bonus plan being used 
by a successful radio dealer suggests an 
adaptation of the idea to the installation 
of electric refrigeration equipment. This 
radio dealer has found that his service 
overhead is reduced 50% by paying his 
men a commission of 1% of the sale on 
every installation that does not require 
servicing during the month following the 
completed work. 

Every successful electric refrigeration 
dealer realizes the importance of careful 
installation. Many of the larger companies 
employ check-up men whose duties are to 
follow the route of the installation men, 
checking their work. 

It seems that if this plan of paying the 
installation men a commission will work 
in radio, the same idea should be just 
as successful, or even more so, in electric 
refrigeration. The small commission 
offered may mean the difference between 
a perfectly installed machine rendering 
the service which it should throughout the 
period of its life, and the hastily installed 
equipment with trouble recurring at fre- 
quent intervals. 


Iroquois Offers Set of Six Attractive Window Cards 


Vict Quenching Beverages es 


MADE WITH — 


JRO QUOISs 


“Wicieletre ablrenae 


The Iroquois Electric Refrigeration 
Company of Philadelphia is supplying its 
dealers with a set of six attractive cards 
for use in either window display or in the 
show room. 

The cards are lithographed in several 
colors and each one features some dainty 
that may be prepared in the electric refrig- 
erator. The cards are about 8 by 17 
inches, a size which appears well when 
displayed on top of the cabinet. Three of 
the cards are die cut like the one above, 
the other three plain. 


The electric refrigeration dealer is not 
play or the show room. 
overloaded with window display material 
as are those in many other lines, so that 
helps of this kind are appreciated and put 
to work at once in either the window dis- 


Servel Closes Atlanta Office 


The Atlanta, Georgia, office of the Ser- 
vel Corporation has been closed, according 
to an announcement by the receivers for 
the corporation. 


NEW BUILDINGS THAT 
ARE SPECIFYING ELECTRIC 
REFRIGERATION EQUIPMENT 


The Bristol Construction and Realty 
Co., Main Street, Bristol, Conn., recently 
organized, will start work on a 20-apart- 
ment building to be known as the Upso- 
nian Apartments. Plans specify a_ brick 
and steel building, each apartment with 
electric refrigeration. 

An apartment house at 147 Columbia 
Road, Dorchester, Mass., will cost $200,- 
000. Philip Markovsky has accepted plans 
prepared by Saul E. Moffie, architect, to 
provide for a three-story and basement 
brick building for 60 apartments, each to 
have an electric refrigerating unit. 

Charles R. Greco, 11 Beacon Street, 
Boston, Mass., has completed plans and 
specifications for the proposed new home 
for the Overseers of the Poor Department 
of the City of Cambridge, Mass., to be 
erected on Concord Avenue. The building 
will be 40 x 480 feet with three stories 
and a, basement. <A full line of electric 
refrigerating equipment is required. The 
project is estimated to cost $300,000. 


Tell the friend who continually borrows 
your copy of the NEws to use the coupon 
on the last page. 
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RoME CONDENSERS 


are formed in any shape of one 
piece of seamless copper tubing, 
fitted with heavy gauge copper 
radiating fin. Rome condensers 
are five times as efficient 
as plain tubes 


Rome-Turney Radiator 


Company 
ROME, N. Y. 


competitors. 


“Hitting Below the Belt” 


By DAVID A. BROWN 


President General Necessities Corporation 


HERE’S a great deal of “hitting below the 
belt” in the Electric Refrigeration Industry. 


Many organizations, through their managers and 
sales executives, show a lack of good sportsman- 
ship by whispering campaigns aimed at their 


There was a time when a “knock-down and drag- 
out” method in business was the order of the day. 
“Get your competitor—get him honestly if you can 
—but, be sure to get him,” were the instructions 
handed out to the sales force. 


Tearing your competitor’s machine to pieces, just 
to build up a selling argument for your own, 
makes you eligible to the “Knockers Club” and the 
odor that arises from their headquarters smells like 


skunk. 


Talking about injunctions and patent suits to scare 
the dealer and buying public is only the “woof, 


woof” of the business-bully. 


In a field as great as that which faces the Electric 
Refrigeration Industry, there is no place for busi- 
ness methods which are not of the highest. 


That we are past all of this in the old established 
lines of business is an accepted fact. Yet, in the 
infant industry of Electric Refrigeration, we have 
still to learn the lesson of “live and let live.” 


Gloating with glee at the financial embarrassment 
of your competitor and using it as a sledge hammer 
to secure his dealers is just plain “rotten business.” 


Climbing over the sick bodies of those engaged in 
a similar line to get an order is not the highest type 
of salesmanship. 


Speaking fairly of your competitor’s machine, and 
being sympathetic and helpful during his period of 
trial, will do more for the industry than the present 
day dirt-throwing and mud-slinging method. 


The day is not far distant when the Electric Re- 
frigeration Industry will be organized, and we shall 
have to meet each other face-to-face. 


Then let us so conduct ourselves and our business 
that when that day comes we will be able to stand 
erect, grasp the hand of our competitor and look 
him square in the eye, rather than be compelled to 
hang our heads in shame. 


IN ALL THE WORLD THERE IS NOTHING 
BETTER THAN ABSOPURE REFRIGERATION 


Delicatessens 
Chain Stores 
Florists, Hotels 


Homes, Duplexes 
Apartments 
Butchers, Grocers 


Absopure Electric Refrigeration Systems 
A Complete Line for 


Restaurants Fur Stores, etc. 
Candy shops Water Coolers 
Dairies Ice Cream Cabinets 


Responsible distributors and dealers should write NOW for particulars 


FRIGERATOR 


Division of GENERAL NECESSITIES CORPORATION 


DAVID A. BROWN, President 


General Necessities Building 


DETROIT, MICHIGAN 
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ELECTRIC REFRIGERATION NEWS, OCTOBER 26, 1927 


Winter Months the Best Time 
to Sell Commercial Equipment 


All Year Service Problem Less Serious When Supported by 
Continued Sales—Combined Commercial and 
Household Business Gives Desired Spread 


By E. B. Mallory, President, Climax Electrical Refrigeration Co., Chicago, Ill. 


Apropos of your recent editorial, “Can the dealer make a profit,” 
appearing in the September 28 issue of the ELectric REFRIGERATION 
News, I feel that the unconscious mental reactions of executives trained 
over a long period of years in the automotive industry, manufacturing and 
selling a product in which obsolescence and replacement was anticipated 
and ‘expected in two years, possibly influenced manufacturing and sales 
policies adversely in the development of the household refrigeration indus- 
try, with doubtless some effect on the conduct of the small commercial 


machine industry. 


The sales and service of small commer- 
cial machines had for years been in the 
hands of dealers organized for this pur- 
pose, adequately representing the manufac- 
turer, at a profit to both deaier and manu- 
facturer and rendering proper service to 
the customers. 

With the great impetus given the sale 
of household types of refrigeration equip- 
ment, dealers of all classes rushed into the 
field to participate in this apparent bonanza 
aided and abetted by the new and inexpe- 
rienced manufacturers. 

In the small towns and communities, elec- 
trical dealers, hardware dealers, furniture 
dealers, and others undertook the sale and 
service of household electrical refrigeration 
machines without substantial foundation or 
knowledge of the fundamentals or future 
requirements of such an undertaking. 

In the larger centers, firms and corpora- 
tions were organized to deal exclusively 
in this new article of merchandise, simi- 
larly ignoring the fundamental require- 
ments of such an undertaking and the 
probability of continued profits. 

The central stations, in many instances. 
rushed into this new development, attracted 
by the prospect of greatly increased 24- 
hour loads at lighting service rates, only 
to find that their public policy necessitated 
extending their responsibility for adequate 
service to all makes of machines, to insure 
continuity of use of the equipment, when 
the dealers for economical, or for other 
reasons, failed to continue the necessary 
service. In view of the great variety of 
machines in service and the vast differences 
in theory and practice incorporated in these 
machines, this proved to be a most expen- 
sive undertaking. 

The automotive dealer profits to a great 
extent on the standing in the community 
he can build up by the quality of his prod 
uct and the character of his service, his 
profits being largely proportionate to the 
repeat sales he can make to his clientele 
The refrigeration dealer, handling house- 
hold refrigeration equipment, is denied the 
opportunity of profiting by repeat sales, as 
a good refrigeration equipment is designe’! 
and intended to serve twenty years, and 
under the most adverse conditions could be 
conservatively considered as useful for at 
least ten years. 


Automobile and Refrigeration Service 
Prob'ems Compared 


_ The dealer spreads vary materially, but 
in the main do not represent sufficient com- 
pensation for the difference in the cost of 
service to apparatus repaired on the cus- 
tomer’s premises. It has been found from 
experience that rendering service on the 
customer’s premises represents in traveling 
time and expense as much and frequently 
more than the actual cost of repairs. Con- 
trasted with this, the motor car dealer has 
the advantage of rendering service almost 
universally at his place of business, at the 
net cost of the actual repair work. 

Comtrasted with this situation, we have 
the dealer in commercial refrigeration 
sold jargely to local merchants, this eauip- 
ment varying only slightly in size from 
the household types, although unfortunately 
heretofore not of a uniform type. This 
class of dealer has been successful over 2 
Perio.’ of years and destined to continued 
Success, as the standard of service and 
excelicnce in merchant equipment is nec- 
essariiy being raised year after year to 
meet iocal competition. 


Commercial Equipment Sold and 
!nstalled During Winter Months 


_ The butcher shop, delicatessen store, or 
Ice cream dispensary cannot be disturbed 
durir¢ the hot months of the year to 
replace ice or inadequate mechanical equip- 
ment, obviously providing a short lull in 
the sales activity of a commercial refrig- 
€ration dealer during the late spring and 
early summer months—just at the time 
When electrical household refrigeration is 
of greatest interest to the consumer and 
most readily sold by the dealer’s sales 
organization. 

t is apparent that all forms of refrig- 
€ration machinery involve periodic service, 
as ini the case of all types of mechanical 
€quipment, from Swiss watches up to the 
argest locomotives. It is obvious, how- 
ever, that a service organization necessar- 
uy operating twelve months in the year 
represents a less serious problem when 
Supported by continued monthly sales, and 
Conversely, customers exhibit greater con- 
dence in a dealer known to have a con- 
Servative, consistent business, maintaining 
adequate service facilities continuously. 


It is also axiomatic that a service organ- 
ization can perform to much greater 
advantage and more economically on 
machines of similar type, principle and 
design, varying as to size only. 


Central Stations Will Support Dealer 
Prepared to Render Service 

The central station, scorched in the fires 
of prevailing practice, will quite obviously 
give generous support to a dealer set up to 
sell and service a complete line of 
machines, as the advantages of standard- 
ization of product and service are appar- 
ent. 

lt would be improper to express the fore- 
going observations without proper recogni- 
tion of the participation in the develop- 
ment of this industry, required of the her- 
metically sealed type of unit. 

While destined to limited opportunities 
individually, from seasonal character and 
other causes, its susceptibility to economi- 
cal installation and freedom from exces- 
sive service, recommend it as a desirable 
equipment for the small household refrig- 
erator to be sold by the dealers, fitting into 
his picture as a very valuable element. 


Suggests Possible Consolidation 

As a manufacturer of a complete line of 
domestic and commercial refrigeration 
units, we feel very keenly the responsibili- 
ies of manufacturer to the dealer and the 
-equirements which must be met in excel- 
lence of product and variety of sizes to 
sure a profitable undertaking for the 
‘ealer. A substantiation of our analysis 
of the industry and its future requirements 
has necessitated a material expansion in 
sur manufacturing and = sales program, 
which may result in consolidation with one 
xv more existing manufacturers having ade- 
juate manufacturing and selling facilities, 
but an incomplete line of product, the 
»bvious advantages of which are apparent. 

The unfortunate position of some manu- 
iacturers at the moment is not disturbing, 
1s similar reconstruction periods have 
ccurred in the development of other indus- 
tries, varying in degree with the relative 
xrowth of the various industries, it being 
ur feeling that the refrigeration industry 
will find a safe, sane and level ground, 
“ased on sound policies and practices, much 
sooner than has been experienced in other 
‘ndustries, notably the radio industry, 
where an even more exaggerated and pre- 
cipitous growth was evident. 


IMPROVED KELVINATOR-NIZER 
ICE CREAM CABINET SHOWN 
AT CLEVELAND CONVENTION 


Among new equipment on display at the 
Association of Dairies Industries Conven- 
tion in Cleveland, October 24-29, is the 
‘mproved Kelvinator-Nizer ice cream cabi- 
net. 

According to the announcement of the 
Rlectric Refrigeration Corporation, the 
‘mproved cabinet has a new motor of the 
iplit phase type especially designed for 
electric refrigeration work. It has no 
sxrushes, no commutator or short circuiting 
‘evice. Interference with radio reception 
‘s said to have been entirely eliminated 

A new type condenser is being used 
which it is claimed dissipates more heat 
yer pound of metal than any other device 
ind by reason of the rapid heat transfer 
‘ffects economy of operation. The con- 
lenser is of the fin-tube type. 

The gears on the compressor have treble 
the former contact service, operate at a 
reduced speed, and effect an almost fric- 
tionless transmission of power, it is claimed. 


Kelvinator-Atlanta in Larger 
Quarters 


Kelvinator-Atlanta, Inc., distributors of 
Kelvinator refrigerators, recently moved 
into larger quarters at 492 Peachtree street, 
Atlanta, Georgia. The concern was for- 
merly located at 25 Houston street, but 
the rapidly increasing business from the 
territory made larger quarters imperative. 

“Business in the Atlanta territory is 
exceptionally good,” states J. J. Palmer, 
manager of the company. “During the 
past Summer our sales developed so rap- 
idly that to compare them with sales of a 
year ago does not seem to be a fair com- 
parison. There is no doubt but what elec- 


trical refrigeration is here to stay, and is 
rapidly developing into a ‘household neces- 
sities’ line.” 


DETROIT KELVINATOR MAN 
SELLS $9,400 INDIVIDUAL 
UNITS IN THIRTY DAYS 


An outstanding job of prize winning is 
in the story of the winnings of E. Panush, 
crack salesman for Dalrymple-Johns Co., 
Kelvinator distributors, Detroit. Accord- 
ing to D. J. Staples, sales manager for the 
company, Mr. Panush sold a total of $9,400 
worth of individual units, exclusive of 
apartment house installations during the 
month of September. In all fairness, it 
must be acknowledged that some inspira- 
tion was afforded by the offering of spe- 
cial prizes by both the factory in Detroit 
and the Dalrymple-Johns Co. 

For having made the above mentioned 
volume of sales in September, Mr. Panush 
was rewarded by the factory with a buffet 
Kelvinator. For having sold 37 individual 
units between August 1 and September 15, 
Mr. Panush was awarded $100 in cash by 
the factory and $100 cash by Dalrymple- 
Johns. For having sold 15 “Sealtite” cabi- 
net Kelvinators after Sept. 10, Mr. Panush 
was awarded one of these cabinets as a 
prize from the factory. 

The approximate total value of prizes 
won by Mr. Panush between Aug. 1 and 
Sept. 30 was $880—a fair month’s salary, 
exclusive of regular commissions. 

W. J. Cook was second highest man in 
the local distributing organization, with 
total sales at over $5,000, and a reward of 
a radio receiving set. 

Dalrymple-Johns Co. also boasts of seven 
other salesmen who were prize winners in 
this same contest, each salesman having 
sold at least $1,600 worth of individual 
units during the thirty days’ time. 


Advertising Agency Appointment 


The General Refrigeration Co., Beloit, 
Wis., manufacturers of automatic refrig- 
erating machines and equipment, announce 
the appointment of Williams & Cunning- 
ham advertising agency to direct their 
advertising for the coming year. 


— 


The BUG BEAR Eliminated 


from Electric Refrigeration 


— — 


It is no longer necessary to take 
any precautions against moisture 
in our SQ: air-cooled machines. 
New standards are attained in 
refrigerating capacity, simplicity 
and accessibility. 


Booths Nos. 253 and 254 in 
the Arena at the Cleveland 
Exposition. 


Automatic Freezer Syndicate 
1716 Ford Bldg. . Detroit, Mich. 


A Complete Line of 
Commercial 
Refrigerators for 
Mechanical 
Refrigeration 


McCray is the world’s largest 
builder of refrigerators for all . 
purposes. All McCray models 
are ready for immediate use 
with mechanical refrigeration 
of any type. Refrigerators, 
coolers, refrigerator counters and 
chests for stores, markets, ho- 
tels, restaurants, hospitals, in- 
stitutions, florist shops and 
homes—both stock models and 
built to order. : 


Pure  cork-board insulation, 
sealed with hydrolene cement, 
insures efficient, economical and 
enduring service. 


aes 
Hotels, Restaurants, Institutions 


From a single unit to complete installations for the 
largest institution McCray is prepared to supply the 
need for refrigerators in hotels, restaurants, hospitals 
and institutions of every kind. 


The dealer in electric or mechanical refrigeration of 
any kind has at his disposal in the McCray line 
cabinets proved in service for over 37 years. 


And the same thorough-going quality marks every 
McCray product, from a small ice chest to a large 
cooler, in stock models and built-to-order equipment. 
The McCray nameplate is recognized as the “‘sterling” 
mark on a refrigerator. 


Dealers are invited to write for com- 
piete information, without obligation. 


McCRAY REFRIGERATOR SALES CORPORATION 


DEPT. 66, KENDALLVILLE, IND. 
Salesrooms in All Principal Cities See Telephone Directory 


REFRIGERATORS 
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RADIO DEALER SAYS 
PUSH REFRIGERATION 
8 MONTHS IN YEAR 


(Continued from Page 1, Column 4) 
ing electric refrigeration eight months out 
of the year. 

“The radio business begins early in the 
fall and continues until the first of the 
year,” explains Mr. Gray. “Those who 
are purchasing radio sets are most likely 
to purchase them early in the fall, so they 
can obtain pleasure from their sets from 
then until the spring and summer static 
makes reception difficult. Hence the big 
business in radio is over by January Ist. 

Starts Refrigeration Campaign Jan. 1 

“January Ist is none too soon to start 
your plans for summer sales effort in elec- 
tric refrigerators. It may be a trifle soon 
to consider the residence installations, but 
the commercial installations may be con- 
sidered twelve months out of the year. By 
January 1st, many merchants have com- 
pleted their yearly inventories, and, if busi- 
ness has been profitable, are already think- 
ing about improvements for the summer, 
or else they are in a more receptive mood 
when the salesman calls upon them. 

“From our experience, I’m led to the 
conclusion that any radio dealer taking on 
a line of electric refrigerators should have 
at least $3,000 capital to swing it, for he 
must carry a full line of parts, a well 
equipped service department, and a com- 
plete line of refrigerators—just one or two 
will not suffice to give him the volume of 
business he should enjoy. By a complete 
line of refrigerators, I mean that the 
should endeavor to tie up with a manufac- 
turer who produces several sizes of resi- 
dence units and commercial systems. There 
is big money in the commercial line, since 
the installations individually bring larger 
sums. 

“The dealer must have a complete line 
of parts and a well equipped and manned 
service department to insure his customers 
against losses sustained when something 
goes wrong. There is nothing that hurts 
the sale of electric refrigerators as quickly 
as the failure of the units to function for 
several hours or days because the dealer 
is not equipped to supply immediate serv- 
ice. This is particularly true with com- 
mercial installations—in butcher shops, for 
example, where spoilage would amount to 
many dollars. 

“Capital is necessary to finance the sales 
made on the installment plan. Installment 
selling and buying is so widely adopted 
that cash sales will be few and far betwen. 
Sales and Service of Both Lines By One 

Force 

“A man who is accustomed to selling 
radio sets talks the same sort of language 
that a good electric refrigerator salesman 
talks; hence the same sales force can be 
used for both lines. The service depart- 
ment, likewise, can handle both lines, but 
the service men must have some intensive 
training in the principles of electric refrig- 
eration before they attempt the work. 

“The same prospect leads are good for 
either line, when we consider residence 
sales, for the price of a good radio set and 
the price of a good electric refrigerator 
are practically the same. The radio sales- 
man gains entrance to the prospect’s living 
room; the refrigerator salesman has access 
to the prospect’s kitchen. The family which 
has purchased a good radio set should be 
a prospect for an electric refrigerator at a 
later date, and vice-versa. 

Advice to Radio—Refrigeration Dealer 

“In reviewing our experience I would 
advise any radio dealer who selects electric 
refrigeration for summer sales effort, as 
follows: 

“First—Pick out a good standard line 
that is absolutely complete—household and 
commercial—and, if possible, one that is 
represented by a jobber in the territory 
which will enable the dealer to work close- 
ly with the jobber, and, through the jobber, 
with the manufacturer. 

“Second—Select a good electrical man, 
who knows radio, but who has the capacity 
for learning refrigeration (preferably an 
older man), send him to the jobber’s estab- 
lishment for a few days to learn the prin- 
ciples of refrigeration, how to plan and 
make installations by actually getting his 
hands on the machinery; in other words, 
work a few days with the jobber’s mechan- 
ical staff. 

“Third—Next buy a couple of boxes— 
self-contained—and go ahead on the house- 
hold end while learning more about the 
commercial end. 

“Fourth—For this work, select the best 
available man on your sales staff for the 
outside sales work. He shall follow up the 
leads and make a house to house canvass 
of the community. It would be better, 
in my estimation, if the outside man had 
something else to sell besides refrigerators 
when he makes his house to house canvass. 
Other kinds of electric appliances would 
be good, for, if it was impossible for him 
to sell a refrigerator, he might sell an 
electric iron, a toaster, or he might sell 
new tubes for the radio, some batteries, 
an eliminator—any small sale is better than 
no sales at all, and he can make his calls 
more profitable while he is picking up pos- 
sible leads for the more important piece of 
merchandise. While the salesman is fol- 
lowing the household line, he is getting 
leads, too, for commercial " installations, 
and, of such installations, he should tackle 
meat boxes first because they are the 
easiest. 

“Fifth—The dealer should immediately 
buy a complete line of tools and parts, so 
that service can be rendered from the start. 

“Sixth—Become affiliated with some ice 


box company, for some prospects will pre- 
fer a different type of box or may desire 
remote installations instead of self-con- 
tained units. 

“Seventh—Limit the free service period 
to three months. 

“Eighth—On time payments demand a 
down payment of at least 20 per cent, and 
the balance in 18 months. 

“Limiting the free service period to 


| three months puts your service department 


on a self-sustaining basis that much sooner. 
When you have thirty or forty machines 
sold, your service department can begin to 
make money on the basis of $1.50 an hour 
for service. 

“A down payment of 20 per cent covers 
the cost of installation and, if it is neces- 
sary to take a machine back because the 
purchaser failed to make his payments, 
your loss isn’t so heavy, for the deprecia- 
tion on electric refrigeration is far less 
than in radio. A radio set depreciates 30 
per cent in the first week; a refrigeration 
unit is as good as new for a long time 
after it is sold. All you need to do is to 
clean it up, repaint it and it looks and 
functions as well as a new machine. 

“The electric appliance dealer, who han- 
dles radios, and the exclusive radio dealer 
will find it more profitable to push electric 
refrigerators during the off season on radio 
than to endeavor to force radio business 
when folks are thinking more of summer 
cottages.” 


SOUTHERN UTILITIES CO. 
HAS FINE BUSINESS IN 
COMMERCIAL INSTALLATIONS 


‘Southern Public Utilities Company, 
operating in the west part of the Caro- 
linas, is emphasizing commercial refrig- 
eration. Kelvinator equipments have 
recently been installed in the Rex General 
Hospital, North Carolina State Peniten- 
tiary, North Carolina Country Club and 
the Merridith College for girls, including 
in these installations large kitchen boxes, 
drinking water systems and ice makers. 

The Ivy Department Store of Charlotte, 
N. C., the largest in the Carolinas, has 
recently been equipped with a Kelvinator- 
Nizer circulating water system which is 
giving perfect satisfaction. The manage- 
ment of this store finds that it now costs 
them but 11%c per day for current to sup- 
ply cold drinking water for 350 employees 
and over 2000 transients a day. 
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Write for prices of condenser coils formed to 
your specifications. 
WOLVERINE TUBE COMPANY 
1431 Central Ave., Detroit, Mich. 
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SEAMLESS COPPER AND BRASS TUBING 


New Iroquois Dealer Offers 24 


Hour Service 

The Iroquois Company of San Antonio, 
handling a complete line of Iroquois elec- 
tric refrigerators and Bohn cabinets, has 
recently been organized under the manage- 
ment of Harold W. Todd, formerly gen- 
eral sales manager for the Iroquois Com- 
pany of Philadelphia. 

In the show room at the corner of 
Nevarro and August streets, a complete 
line of Iroquois and Bohn refrigerators is 
displayed. 

An interesting feature of this new organ- 
ization is a 24-hour, 7-days-a-week serv- 
ice department. 


BUSH CONDENSERS 


Made in any size or capacity. 
Seamless Copper Tubes, Individ- 
ual Fins, Maximum Efficiency. 


BUSH MEG. CO. 
Hartford, - - Conn. 


WHITE-HANNA 
302 Lincoln Bldg., 
DETROIT, - - - - - MICHIGAN 


ELECTRIC REFRIGERATION 


DISTRIBUTORS AND DEALERS 


You need the PEERLESS 
line of commercial units. 

PEERLESS units give you a 
COMPLETE line, ranging from 
1 to 10 tons. 

Fifteen years of successful 
manufacturing and merchandis- 
ing of ice machines are behind 
the PEERLESS name. Our 
record warrants your most ex- 
acting investigation. 

WRITE OR WIRE 


PEERLESS ICE MACHINE CO. 


503-531 S. Jefferson St. 
CHICAGO, ILL. 


The three “Sealtite,” steel, self-contained cabinets 
have brought electric refrigeration to every home. 
Compact, but with plenty of shelf space, their price 
has set new standards for such quality. — 


There are other cabinets, too, larger in size and ina 
variety of styles and finishes. 


And in addition to the Kelvinator self-contained 
line, all Kelvinator dealers enjoy the Leonard fran- 


chise. 


In each of these refrigerators, backed by 45 


years of experience, Kelvinator can be installed. 


Through the Refrigeration Discount Corporation 


on a convenient finance 


plan of deferred monthly 


payment, all of this is immediately available. 


A Model for Every Need 


Kelvinator covers the whole range of refrigeration 
service. There are cooling tanks and condensing 
units to fit any standard make of refrigerator---and 
a variety of cabinets designed to fit and harmonize 
with any modern kitchen. 


Kelvinator 


Oldest Domestic Electric Refrigeration. 
12354 Plymouth Road, Detroit, Michigan 
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The Major Closes a Tough One 


Kelvinator Salesman Wins Order After Hot Argument On Brine 


Tank, by Devising Ingenious 


Method of Installing Tubing 


Editor’s note :—Major Gilbert has served? 


a couple of decades, more or less, in the 
regular army. The interesting story which 
he tells here is evidence of his ability as a 
salesman and his gift as a humorist. He 
has a host of friends among the readers 
of Kelvinator’s Cold Facts, in which pub- 
lication his first writings appeared. The 
Major speaks: 

“This story has its ‘location’ in the state 
made famous by the sacred cod and the 
festive bean. I was working for a dealer 
in northern Massachusetts, and was lucky 
enough to get into the sanctum of one of 
the executives of a large light and power 
company. He looked at me as much as 
to say, ‘Who the devil let you in?’ I told 
him who I was and what I wanted to talk 
to him about. He told me I could talk to 
him for a few minutes, if he wasn’t inter- 
rupted, but I would have to talk fast. He 
told me he was sold on a Frigidaire, knew 
all he wanted to know about electric 
refrigeration, and would have had a Frig- 
idaire the year before if they could have 
installed one where he wanted it. ‘What’s 
the main difference between their machine 
and yours,’ was all he wanted to know. 

“Well, I dragged out Mr. Brine Tank 
for an airing. My memory is not good 
enough to remember all that I told him— 
I followed his instructions and talked fast. 
But I thought I would be smart and illus- 
trate my point with some comparison he 
could get quick. I said, ‘Mr. ————, 
you may liken the direct absorption type of 
machine to the fellow who works for week- 
ly wages and has no money in the bank. 
When he stops work he stops paying the 
bills. When the machine stops work it 
stops paying its bills, or, paying to the 
refrigerator the cold that it owes it. The 
Kelvinator may be likened to the fellow 
who works for weekly wages, but has a 
good deposit in the bank. When this, fel- 


low stops work he continues to pay his 
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Major C. W. Gilbert 


tles had reached a point about two-thirds 
ready to boil, and we shut off the gas and 
the electricity, what happens?’ He says, 
‘The water on the gas range would start 
to cool off right away, and the water on 
the electric range would complete its boil- 
ing from the stored up heat in the unit.’ 
‘Well, then,’ said I, ‘which are you inter- 
ested in, the first cooling of your refrig- 
erator, or the many subsequent ones, and 
do you believe now that it pays to store 
up cold?’ He laughed and said, ‘I thought 
I had you, but now you have me, and 
you’ve got my order too if you can install 
it where I want it.’ 

“He got out a blue print of the place 
where he wanted his refrigerator to go, 
and spread it out for me to look at. He 
started to talk. ‘Just a minute, Mr. 
————.,’ I interrupted him, ‘I want to 
tell you something. At one time in the 
Army I had to study military topography. 
I received a peach of a compliment from 
my instructor. He told me if I ever com- 
mitted a crime to draw a map of the place 
I had gone to hide, and send it back to 
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The Major’s Diagram Illustrating His Installation Difficulties 


bills from his bank account. When the 
Kelvinator shuts off it continues to pay 
the refrigerator the cold that it owes it 
from the stored up cold in its bank 
account, or brine tank.’ 

“Then Mr. Executive cuts loose and 
knocks the world right out from under 
ine. -He chirps, ‘Yes, but the Frigidaire 
would cool the box first, because when it 
began to work it would begin to pay its 
bills right away, and when yours started 
‘o work it would have to put its money 
in the bank before it could draw any out 
tu pay its bills.’ That got my goat. He 
ict me where I lived, so, knowing he 
iuanufactured electricity, I hit him where 
he lived. 


A Direct Hit for the Major 

“I said, ‘You’re perfectly correct, Mr. 
I may say I have used that 
renark a number of times, but you are 
‘'« first who has analyzed it like that. 
rut T want to ask you a question. If we 
put a kettle of water on a gas range, and 
a>other on an electric range, light the gas 

! turn on the electricity at the same 
tive, which will heat its kettle of water 
hot?? He pulled in his chin about three 

t, and said, very soft and low, ‘Gas.’ 
‘sure,’ said I, ‘because the gas starts heat- 
‘© at once, and the electricity has first 
St to heat its unit. But which would 
ten do the second kettle quicker?’ He 
bvightened up and said in a somewhat 
Stronger voice, ‘Electricity.’ ‘Sure,’ I 
remarked again. ‘Now when the two ket- 


the people who would be chasing me and 
they would never find me. And blue prints 
are in the same class as maps as far as 
I am concerned. Let me come out to your 
house and look at your place where you 
want the refrigerator, and I’ll tell you in 
five minutes whether or not I’ll take your 
order.’ 

“All right,’ he snapped, ‘be out there at 
5:30 tonight. Now get out of here— 
you’ve taken up all my morning. (He 
was going to give me a few minutes if I 
talked fast.) 

“Well, I got out, and, yes, folks, you 
guessed it, I was at his house at 5:30 and 
so was he. 


The Installation Puzzle 

“He showed me what he required. In 
the dining room was a china closet, flush 
with the wall, and underneath it a chest of 
drawers for table linen, also flush with the 
wall, but extending back a couple of feet 
deeper than the closet. Through the wall 
on the other side was the kitchen. Now 
he wanted to rip out the wall on the 
kitchen side and set his refrigerator, (a 
large McCray) on the top of the chest of 
drawers with the addition of a built out 
pedestal to give base enough, and that 
would leave just room enough for the 
refrigerator to be flush with the wall of 
the kitchen. It would be back to back with 
the china closet, and on the kitchen side 
it would be built in, and flush. Through 
the partition to the right, facing the refrig- 
erator, was a servant’s toilet. BUT, after 
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Your volume requirements in. 
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1800 Lehigh Ave., Phila., Pa. 4 


Ss 
T 
A 
M 
DRINK DISPENSING p 


STEEL CABINETS > 


the refrigerator had been swung into place 
the devil himselt could not have put in 
the tubing. There was no room anywhere 
to work. It just simply couldn’t be done. 
He presented me with an ‘I told you so 
look,’ and said, ‘Give up?’ I said my five 
minutes were not up yet, to have a heart. 

“Now, not to break the news too quick- 
ly, | am going to make a sketch, although 
l’m certainly no artist. If I were l’d 
‘draw’ a larger salary. 

“Then I got an idea. I said, ‘I can do 
it, Mr. I'll place the tank in 
your refrigerator, measure and bore the 
hole in the back of your refrigerator for 
the tubing to come through, then measure 
across and up and down on the back of the 
refrigerator for the location of the hole. 
Then make the same measurements on the 
back of the china closet and mark the place 
where the hole in the back of the refrig- 
erator will come against the back of the 
china closet. Then fasten the tubing and 
the lead cable to the back of the china 
closet, go through the partition into the 
servant’s toilet, and down through the floor 
there into the cellar, where the. unit would 
be placed. Leave about six to eight inches 
of tubing and lead cable sticking straight 
out at the marked place on the back of 
the china closet, and, when the refrigera- 
tor is swung into place on the pedestal, 
the hole in the back of the refrigerator 
will fit right over the tubing sticking out 
from the marked point, and all we will have 
to do is reach inside the ice compartment 
and hook it to the tank.’ 

“He looked at me and said a naughty 
word. ‘By , that will work,’ he said. 
‘You get the order. Have you a man who 
can make these measurements correctly?’ 
I said, ‘Yes. If I hadn’t I’d make them 
myself.” That ended it. It made, when 
finished, one of the prettiest installations 
I have ever seen. Amen.” 


In writing to advertisers regarding prod- 
ucts and propositions presented in this is- 
sue, please mention ELEcTRIC REFRIGERA- 
TION NEws. 


BOHN SYPHON | 
REFRIGERATORS | 


White Porcelain 


Enamel inside and 

Beautiful, Dis- see Ping Fhe 
tinctive. Can be al 

machine compart- 

ss abe ment is ideal for 

cubic foot net: storage space 

storage Capacity. where remote in- 


stallation is made. 


For Electric Refrigeration 


Write for Full Particulars 


Bohn Refrigerator‘ Company 
SAINT PAUL, MINNESOTA 
These Models are on Display at our own Stores in 
NEW YORK CHICAGO BOSTON 


5 E. 46th St. 227 No. Michigan Blvd. 707-709 Boylston St. 


¥.0B. DETROIT 


wide, 2214" deep 


A New and Finer Copeland 


at a New and Lower Price! 


A new small Copeland, with 
Copeland’s famous qualities 
—quietness, economy, 
pendability! Despite unusually 
imensions, it 
has 5 cubic feet of food stor- 

e feet of 
makes 108 
ice cubes at a single freezing. 
Shelves are at proper height 


small external 


age pane, 64 
shelf area, an 


—no stooping over. Insan- 
itary drain pipe is eliminated. 
Special features include 
double-depth drawer and 
“cold tray’. In appearance, 
construction, capacity, con- 
venience and efficiency this 
newest Copeland masterpiece 
has no equal within many 


dollars of its price. 


de- 


Copeland has an unusually attractive prop- 
osition for distributors who can qualify 


COPELAND, 630 LYCASTE AVENUE, DETROIT, MICH. 
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Radio and Refrigeration 
As Complementary Merchandise 


Seasonal peaks and valleys in the sales curve represent a trying prob- 
It is hard to give service and make a profit 
in a business which alternates between feast and famine. One of the prin- 
difficulties The 


required number of employees when business is active become a burden 


lem to the specialty dealer. 


cipal is that of keeping intact a trained organizat-on. 


on the payroll during the slump period. 


Many kinds and classes of business are confronted with this problem. 
Finding a satisfactory answer frequently represents the difference between 
success and failure. One of the most obvious methods of meeting the 
situation is the addition of a*complementary line of merchandise; namely, 
a line which supplies what is lacking in the basic commodity. Sometimes 
it happens that the new item, added merely to fill in the gap to keep men 
and machinery busy during the dull period, proves to be more profitable 


than the original specialty. 


Radio Dealers See Electric Refrigeration as Desirable 
Summer Business 

The radio dealer has, in most cases, come to accept the summer slump 
as an inevitable feature of the business. Many such an enterprise has 
flourished during the winter months, only’to perish the following summer 
because of inability to tide over a period when “all the money is going out 
and nothing coming in.” With experience and observation as a teacher, 
many radio dealers have cast about to find a line which will fit in their 


established business. Hence their interest in electric refrigeration. 


In the articles on the subject which appear in this issue the various 
elements of difference, as well as those of similarity, between the two lines 
are pointed out. There is not a great deal in common between the techni- 
cal features other than the fact that both are electrical. 


man has little to begin with in his study of electric refrigeration other than 


The radio service 


his ability to understand a complicated mechanism and his acquired ingenu- 
ity as a “trouble shooter.” He represents good material as a student, how- 
ever, and in general should have no difficulty in learning the fundamentals 


of the equipment. 


Radio Dealer’s Specialty Selling Experience a 

| Valuable Asset 
The radio salesman, it is pointed out, is a specialty man. 
tact with the home buyer and has learned how to 
The successful salesman has learned 


He has con- 
“explain” a technical 
product in understandable language. 
to go after business rather than to wait for business to come in to the store. 
He knows how to “talk up” the job by arousing the prospect’s interest in a 
more elaborate or expensive outfit than that which he originally intended 


to buy. Furthermore, his past customers are prospects for his new product. 


The radio store is usually well located and has desirable display facili- 
ties. A complete showing of electric refrigerators may, in some cases, 
require more room than is ordinarily available, but the natural tendency 
will probably be for the radio dealer to limit his activities to self-contained 
household models, until he has developed sufficient experience to tackle 


the more complicated commercial installations. 


In discussing the possibilities of various merchandising outlets for 
electric refrigeration, it is not the aim of ELectric REFRIGERATION NEws 
to endorse or over-emphasize any particular channel. Our purpose is to 
bring out, for discussion, the various elements of advantage and disadvan- 
tage which appear to be inherent in various trades. Opinions and com- 
ments based upon experience are invited for publication in future issues 
to the end that manufacturers and dealers alike may approach the various 
possibilities for developing profitable business with the fullest possible 
understanding of the peculiarities and problems attached to each distribu- 


tion channel. 


In the Next}Issue 


Commercial refrigeration experience and data. Views of commercial 
equipment exhibits at Dairy Industries Exposition, October 24-29. 
Christmas window and store display suggestions and articles of special 
interest to central station commercial ‘managers. 


| 
| 
| 


FOREIGN SHIPMENTS OF 
ELECTRIC REFRIGERATORS 


August Exports Reported by 
Bureau of Foreign and 
Domestic Commerce 


Country Number Dollars 
PIERO 52 ss. 73ih Sio5as SER. 12 2,182 
SE 55. 5h beh s Kees 4 156 28,002 
Denmark & Fr. Is...... 19 3,758 
RIS 505-55 EM 5g al 29 3,769 
eS eee ree 159 22,007 
DICT NBVIAQES  -6ncidlv os rok < 18 3,447 
PEOMNURGN 3.5 50x Oats wed 30 4,827 
foe) i re ee 4 1,503 
ete Oey. Preece eres 74 12,762 
i. tors eriierr sakes 34 6,306 
SWUZEFIOOR ois eesades 92 16,117 
United Kingdom ....... 17 3,048 
Re oo ia 415-5 6S: wees 5 198 28,005 
SS EE re ee 4 990 
MPRSREEHOID. 6556 chcles vi 5 o 14 2,822 
EI; eo pie bx cle 101 23,132 
BAUVENOF cies se iernceews 4 720 
[i rae 55 12,149 
yt | —— rae 14 1,926 
DEER, ehh eae sen parsen 1 186 
AIOE fie abled sore vores 3 540 
SS eee 18 5,368 
Dominican Rep. ........ 12 3,223 
Haitian Republic ....... 4 540 
Virgin Ts: Or UW. S. cies 1 180 
POUT os 5 /5.4-4 0555450004 6 354 26,480 
Gs ern e ae an 129 23,277 
Co ER Serf eee nee 19 2,343 
POONA occ lesleak aeiae 6 2,140 
shoves sera is 7 1,734 
IMA. ViettiiabireKiass 11 1,656 
Other D; E. Indies... 3 229 
PIOHBNOUR: nc. b 5 a tears 6 847 
Japan, inc. Chosen...... 3 731 
Philippine Is, .......... 85 19,514 
Lo ee rie 6 1,019 
PMBIPANA ai sieicsaelss 040 511 112,383 
ae i9 4,446 
Sa OY Ps 1 422 
Boy r- PRPIOB 6 ssia's bare aie 85 17,592 
ge ee er ee 23 4,577 
TI 5.29 ons we300 0805 2 362 
RED oe pedir vee Cats 4-U'eh% 4 1,624 
COC) | i 17 1,929 
AY ca lecx sneakers 6 4.0 34 7,413 
SRE si s.uier ass, 4.9 vie 6 12 2,610 
French Indo-China...... 13 2,638 

TOROS 3.. Fete ck ge + eee 421,475 


WINTER REFRIGERATOR 
CAMPAIGN YIELDS 177 
SALES IN THREE MONTHS 


Coid Weather Cz Campaigning 
Was Good Publicity 


The greater percentage of electric refrig- 
eration dealers are at this time faced with 
the problem of keeping up the sales curve 
during the coming winter months. The 
Danbury and Bethel Gas & Electric Light 
Company of Danbury, Connecticut, suc- 
ceeded in selling 177 electric refrigerators, 
during the months of January, February 
and March, 1926, according to an interest- 
ing article hy W. W. McDonald which 
appeared in the October issue of Electrical 
Merchandising, under the heading, “Cold 
Weather Campaigning.” 

The’oil cloth covered soap box suspended 
outside a kitchen window in years gone by 
is now practically a thing of the past, 
according to Mr. McDonald. He says that 
ice box campaigning in zero weather and 
straw hat selling in Alaska may sound 
suspiciously like kindred ideas, but that 
the first has been done. The details of the 
campaign, which no doubt are applicable 
in many sections of the country, are given 
here. 

“The Danbury & Bethel Gas and Elec- 
tric Light Company, with 7,528 meters on 
its lines in Danbury, Bethel and the little 
hamlet of Brookfield, Connecticut, has been 
particularly successful in the sale of elec- 
tric refrigeration in cold weather. 

Whole Force Sells Refrigerators 

“In the months of January, February 
and March, 1926, it started its first drive 
and with fourteen salesmen at its disposal 
sold 177 boxes. Nine territory salesmen, 
two refrigeration salesmen, one house heat- 
ing engineer and two coke salesmen were 
pressed into service to sell refrigeration 
exclusively during the campaign, and as a 
result the company sold as many electric 
refrigerators during these three winter 
months as it did throughout the remainder 
of the year. Refrigeration sales for the 
entire year of 1926 totalled $72,000 or 257 
units. Ninety-five per cent of these were 
domestic and 38 sales were turned over to 
the company by co-operating dealers. 

“So successful was the company’s cam- 
paign in the winter months of 1926 that 
it campaigned again in February, 1927, 
though on a smaller scale. Salesmen sold 
other electrical appliances in® addition to 
refrigeration during this second campaign, 
and disposed of 28 refrigerators in the sin- 
gle short month. So far this year the 
company has sold 116 electric refrigera- 
tors, 10 of which are commercial installa- 
tions. 

“The Danbury record is _ conclusive 
enough proof to anyone that refrigera- 
tion can be sold in cold weather. It is 
convincing enough for R. E. Landers, new 
business manager of the company, who has 
already formulated plans for his third con- 
secutive year in campaigning the appli- 
ance. 


Frigideive Dispos! Uses I Kiddie Appeal 


AI 


HH 


An attractive display featuring Frigid- 
aire was arranged in the windows of the 
Great Western Power Company, San 
Francisco, recently, a Frigidaire cabinet 
model arranged in the background with 
the door open, revealing the various 
shelves loaded with food. At the ‘right 
was a cutout of a little girl holding a piece 
of chalk in her right hand and standing tn 
front of an immense slate on which there 
had been written the following: “School 
days help develop our minds while Frigid- 


faire helps Mother provide the pure whole- 


some food needed to develop our bodies.” 
Two other large slates were arranged in 
the window containing the following mes- 
sages: “Insist on seeing the name Frigid- 
aire when buying your electric refrigera- 
tor.” “There is only one Electric Refrig- 
erator named Frigidaire. It is a product 
of General Motors.” 

The entire display was artistically 
framed by velour draperies at the sides of 
the window. 


“Here is the story of just how the com- 
pany planned and executed its first cam- 
paign. 

“Up to the latter months of 1925 it had 
sold only a few units. Others straggled 
in spasmodically and in order to determine 
just what the merchandising possibilities 
for the appliance was in the section, 
Charles H. Taylor, who has been with 
the company for fourteen years, was 
selected to investigate by contacting pros- 
pects, and to head the refrigeration drive. 

“Taylor has resided in Danbury for forty 
years and he bent every effort to stimulate 
interest in refrigeration during the latter 
months of the year, until in November he 
decided that people were exhibiting enough 
interest in electric refrigeration to warrant 
campaigning it. In November, Mr. Lan- 
ders and Mr. Taylor worked up the fol- 
lowing plan for their guidance. 

The Campaign Plans 

“1. 100 refrigerators were to be avail- 
able for installation on trial in the homes 
of prospects for thirty days. 

“2. All salesmen of the Danbury and 
Bethel offices were to be available for 
refrigerating work alone, and in addition 
the office force and plant men were to be 
asked to co-operate by obtaining leads. 

“3. A 3 per cent bonus was paid to each 
salesman obtaining permission to install a 
unit on trial, this to be supplemented by 
the regular 7 per cent commission when 
the sale was completed. 

“4. Terms were to be twenty-four 
months maximum. No trade-ins of any 
description were to be accepted and a 5 
per cent discount was to be allowed to 
purchasers paying cash within thirty days 
of installation. 

“5. One-third of the total number of 
machines expected to be moved were to be 
placed in a Danbury warehouse (33), thus 
reducing the warehousing cost and_ still 
making it possible for the men to carry on 
until stock could be shipped. 

“Danbury immediately went to work lay- 
ing the foundation for its campaign. All 
salesmen selling appliances in the territory 
were advised that they would receive cir- 
culars specifically on electric refrigeration |; 
when the campaign started. 

“A manufacturer’s representative came 
over to town from New Haven and talked 
to the salesmen at a get-together dinner. 
Mr. Taylor went into the company’s plant, 
talking about refrigeration and contacted 
with all the offices employees on the same 
subject. Meetings were held in the eve- 
ning for the instruction of the sales force, 
and on one occasion the New York office 
sent a chemist to Danbury to address the 
men on the subject of refrigerants. 

Advertising Methods Used 

“Advertisements were planned for the 
local paper each day, lithographed posters 
bearing pictures of the featured refrigera- 
tors were struck off for show windows 
and posters were gotten in readiness for 
the cars of salesmen, linemen and delivery 
vehicles of the company. (All salesmen 
in the employ of the company are equipped 
with cars and all of them are required to 
attend a daily morning meeting at Dan- 
bury.) 

“Telephone calls were used with great 
success before the campaign opened and 
while it was in progress. An _ office 
employee called everyone in the local phone 
book considered a good prospect and 
invited them to see the new electric refrig- 
erators at the office or to have one installed 
on trial. No direct attempt was made to 
sell. 

“When the campaign opened the sales- 
men calling on prospects, some of which 
they had already contacted in the sale of 
other appliances, found that in the very 
novelty of anyone ‘selling ice-boxes in win- 
ter’ helped sales. Mr. Taylor tells us that 
as planned, campaigning in zero weather 
‘got the people talking.’ He suggested that 


perhaps the campaign was _Mmore successful 


in the winter months than it would have 
been if in progress in the summer for this 
reason. 


177 Trial Installations Made 

“As we have already mentioned, the 
machines were installed on trial. One 
hundred and seventy-seven of them were 
placed in the homes of prospects—good 
prospects—on this basis, and but 3 per cent 
of them came back to the warehouse. The 
company in all instances placed the boxes 
in the most convenient position for the 
housewife and ran a line from the meter 
box of the building to them, installing 
convenient outlets for each installation. 
This method of installing pleased the cus- 
tomers and also prevented any possibility 
of flickering lights when the thermostat 
started the motor, due to the sudden load. 

“In order to accentuate the success of 
the trial plan used in connection with the 
company’s first campaign, Mr. Landers 
told us that the plan has been used suc- 
cessfully on many other appliances and has 
always been highly profitable. He tells us 
that it is doubtful if the ‘same impetus 
could have been given to the initial refrig- 
erator campaign staged in town without 
this sales feature. 


“Salesmen made on the average of fif- 
teen calls per day and were expected to set 
aside three evenings of each week for 
refrigeration appointments. The regular 
morning meeting usually attended in the 
Danbury office of the company by all sales- 
men was discontinued for the duration of 
the campaign and instead they were told 
to ‘stay out until it is necessary to come 
in.” Ninety-two units were sold in Janu- 
ary, the first month of the drive. Mr. 
Taylor was of tremendous assistance to 
the men as he had had factory training 
in refrigeration. In many instances he 
succeeded in closing sales partially com- 
pleted by the men, thus stimulating them 
to greater effort and increasing the sales 
total. 

The Campaign Costs 

“The direct expense associated with the 
sale of each refrigerator estimated before 
the campaign was as follows: Average sell- 
ing price $300, average discount 30 per 


cent, leaving $90 with which to execute 
necessary expenses. 
Regular sales commission........... $21.00 
ROLHOP ERNOMBES occ acc ced ek ccesaaes 13.00 
PRM PARI cn ics ais #55 COR RTE 16.00 
ery ree eT ee ree 20.00 
rete te ee 5.10 
Bonus to salesmen (3%).......... 9.00 
Sn le et eee 2.00 
$86.10 


“However, Mr. Landers tells us that in 
actual practice advertising ran consider- 
ably lower than this estimate. In addi- 
tion, customers were charged $30 to cover 
the cost of installation and _ shipping. 
Ninety per cent of the refrigerators sold 
in Danbury are on the time-payment basis. 


“During the first campaign all salesmen 
carried prospect cards which recorded the 
high-lights of conversation between the 
salesman and the prospect. In the event 
that the prospect was not sold, these cards 
were turned over to the office and filed 
and followed up later. Thirty per cent 
of the prospects turned in to the office in 
1926 as unsaleable have since been sold 
refrigerators, many of them in the last 
winter campaign. 

“So that at the end of its second year 
of winter campaigning Danbury & Bethel 
is sitting pretty in the refrigeration field. 
Many of the residents of Danbury, Bethel 
and Brookfield have been educated and 
their influence is spreading throughout the 
section. 

“Another campaign during cold weather 
would certainly net good results, and that 
is precisely what R. E. Landers and C. H. 
Taylor are planning. This time it won't 
be pioneering. 
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RADIO-REFRIGERATION 
COMBINATION KEEPS 
THE SALES CURVE UP 


(Continued from Page 1, Column 2) 
the summer months; they hope therefore 
that, with the addition of a line that natu- 
rally finds its greatest sale during the sum- 
mer months, they will thus secure a prac- 
tically year-round distribution of merchan- 
dise.” Another important consideration is 
the fact that the average family is not in 
a position, as a rule, to buy both radio and 
reirigerator equipment at the same time. 
While they are buying radio this winter, 
let us say, the radio dealer (if he also car- 
ries refrigeration) is in an excellent posi- 
tion to demonstrate and “talk up” the idea 
of electric refrigeration for the home, and, 
by a judicious distribution of circular and 
other advertising material, keep the idea 
alive in the prospect’s mind till both the 
season and the pocketbook are ripe for a 
purchase. Conversely, the family that buys 
a refrigerator in the summer (if it does 
aot already have a radio) is kept in touch 
with constantly till it finally is put on the 
books for a radio set as well. The radio 
dealer moreover is coming to realize that 
a summer line of merchandise is essential 
to his existence, and is finding in refrig- 
eration the answer to his problem. 

How Radio and Refrigeration Tie Up 

Several other advantages exist in the 
handling of a refrigerator line side by side 
radio. Rent and other overhead 
charges remain practically the same. 
Usually no more floor space is required, as, 
unless the store is in closely cramped quar- 


ters, sufficient room can always be found 


for the display of refrigerator models. 
The available window space of course is 
necessarily cut in half. The windows, 


™ however, have double the attractiveness for 
© this 


reason, providing as they do two 
angles of appeal to the window-shopping 


a public, an attractive and instructive dis- 
play of refrigerator equipment, pointing 
"out its salient features, often compelling 


more attention than a radio display itself, 


on account of the greater novelty of the 
former. 


The Salesman’s Viewpoint 
Salesmen seem to like the arrangement 
quite well. The refrigerator and radio 


) sales in this store are handled by different 


men, but they often find themselves in a 
position to help each other, by exchanging 
leads, after having “talked up” refrigera- 


H tion to the radio customer, or vice versa. 


Theoretically, of course, as has been men- 
tioned, every radio owner becomes in time 


“a prospect for a refrigerator, if for no 
/% other reason than that he has a home, and 
>} the means to support it. 
“J ing effected an entree into the prospect’s 


The dealer, hav- 


home through one line of merchandise, 
finds it easier to tackle him on the second 
line, and his chances of getting him on 
the books as a customer are therefore 
twice as good. 

Mr. Dahl did not seem to think that 
electric refrigeration had as yet come to 
the point where there would be sufficient 
volume for a dealer to make a specialty 
of it, to the exclusion of all else, and it 
some 
sort of a specialty man in one line or 
another to take on the’ distribution of 
refrigerators. And when it came to a 
choice of specialty men, Mr. Dahl 
repeated, he did not see what more logical 
combination could be hit upon than that 
of radio and refrigeration, because of the 
seasonal overlapping. 


The Distributor’s Viewpoint 


The above remarks were largely reite- 
rated by the sales manager of a prominent 
distributing house, whose electrical refrig- 


pcration department has recently been taken 


over by another concern. Because he, so 
to speak, has no axe to grind, his remarks 
in this connection can safely be taken at 
face value. 

his gentleman expressed the opinion 
that : radio dealer could reasonably expect 
success in the handling of refrigeration, 
but that in order to achieve this, his sales 
and service force would have to be differ- 
ent tor each line of merchandise. He did 
not think that the same salesman selling 
both radio and refrigeration would be apt 


m'O make a success of both; unless, of 


course, he was exceptionally adaptable. 
The Question of “Service” 


In ‘he case of the particular line that 
‘ves manager had been handling, the 


dealer discount was made long enough to 
enable the dealer to furnish the necessary 
service after installation. Some companies 


€venl insist on the dealer having a service 
wy on his staff before they will grant 
um a franchise. 

i ~mergency service is provided by the 
“stributor, and every assistance is given 


— 


the dealer in maintaining an efficient and 
capable service department. At certain 
intervals, a school is conducted to which 
the dealers in the territory send their serv- 
ice men for a short course of instruction, 
who thus come back fortified with the 
latest “wrinkles” from the factory and 
other valuable information. As the prob- 
lem of making a profit or taking a loss 
often depends upon the amount of service 
that a distributor has to furnish, an 
attempt is made to eliminate at the source 
the need for service as much as possible. 
This is done by correct installation in the 
first place. The distributor in question 
maintained twenty-two installation men for 
the service of his dealers and their cus- 
tomers, and by this means he estimates 
that from 50 to 75% of the service troubles 
were prevented from developing. In other 
words, prevention is better than cure, and 
correct installation is the surest and most 
dependable preventative known. The serv- 
ice average for the whole country was by 
this means brought down to as low as 
about one call per year per machine, a low 
enough figure it would seem. 

In some organizations, the distributor 
does all the servicing, instead of the dealer 
doing it. This as a rule is only possible 
in restricted areas, to which the distributor 
can have easy access. In such a case, of 
course, the dealer takes a shorter discount 
on his merchandise. Often he is given the 
option of taking the longer or the shorter 
discount and furnishing (or not furnish- 
ing) his own service. 

The Sub-Distributor 

While the radio-refrigerator dealer com- 
bination should work out satisfactorily if 
the sales and service forces are kept sep- 
arate, as has been mentioned, the distribu- 
tor referred to above was of the opinion 
that the ideal arrangement would be for 
a sub-distributor to take a certain small 
‘erritory, comprising a few neighboring 
towns, and, by spreading the service cost 
over a greater region, make this depart- 
ment operate at a low average cost while 
at the same time giving very effective 
service. In such a case the sub-distributor 
might even find it profitable to operate a 
sales organization of his own, keeping 
refrigerator sets on demonstration at vari- 
ous dealers’ stores in the different towns 
in his territory, and allowing them a small 
commission on each sale made with their 
co-operation. 


The “Demonstration” Deaier 
The Frigidaire organization operates on 
a somewhat similar basis to the above, 
except that they handle all business from 
their own factory branch offices, situated 
in the key cities. In addition, salesmen 
and service men are found in practically 
every town of any size, either making their 
residence there or working out of some 
centrally located town within easy reach 
of every point of the territory they are 
assigned to cover. Demonstrator sets are 
carried by the leading “live-wire”’ dealers 
in each town, who, however, do no selling, 
merely passing on the name and address 
of the prospect interested to the salesman 
in the territory, who in each case attends 
to all the business from then on. 


Getting the Business 

As to the question of getting prospects 
for refrigerator business, the method is 
practically the same as that involved in 
securing new radio business. Next to 
judicious advertising and attractive floor 
and window displays, and the direct 
inquiries that are created as a result of 
such efforts, it has been found that for 
steady, consistent results, house-to-house 
canvassing is the most satisfactory method 
yet evolved, except where new buildings 
are concerned, in which case the leads 
must be secured from real estate agents, 
architects, building trade papers, and other 
agencies who would be in a position to 
know what new building work was being 
done. But for homes already built, can- 
vassing is the only sure method, for the 
law of averages must in the long run work 
out in the salesman’s favor. Telling what 
refrigeration will do in the home to a cer- 
tain number of prospects each day will 
result in a certain percentage of live pros- 
pects, and again a certain percentage of 
these prospects will be turned into cus- 
tomers. The contacts thus made in the 
daytime are followed up by circular infor- 
mation mailed as often as necessary 
(unless the prospect is in a closing-mood), 
the greater part of the business being 
actually closed in the evening, when both 
husband and wife can be found at home 
together, delays and _ call-backs being 
thus avoided. Persistent efforts in this 
direction have yielded a very consistent 
volume of business. The radio dealer who 
puts in a line of refrigeration this winter 
is going to build up a list of live prospects 
who will furnish him the much-needed 
turnover of business when his radio sales 
begin, towards the summer, to drop off. 
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THE VERY LATEST 


REPULSION START INDUCTION ALTERNTING CURRENT 
“4 HP, 110—220 VOLT, 1725 RPM SINGLE PHASE, 60 CYCLE 


Also a complete line of direct current motors 

Especially developed for the 
Electric Refrigeration Industry 
Write for interesting proposition 


Marathon Electric Mfg. Co. 


MARATHON MOTOR 


Wausau, Wis. 


RECEIVER ADDRESSES 
LETTER TO CREDITORS 
OF BELDING-HALL CORP. 


Assets Far In Excess of 
Liabilities 


In connection with the announcement of 
the receivership for Belding-Hall Electrice 
Corp., mention of which was made in the 
October 12 issue of this paper, the follow- 
ing letter signed by Brinton F. Hall, 
receiver, and addressed to the creditors of 
the corporation, will be of interest: 

“Adverse conditions in trade creating an 
unusually large inventory for this season 
of the year, and slow collections, brought 
about a shortage of cash so that the cor- 
poration was unable to promptly meet its 
current liabilities, with the result that cer- 
tain impatient creditors commenced pro- 
ceedings tying up the bank accounts and 
embarrassing the corporation in the daily 
transaction of its business. 

“At a meeting of a large majority of the 
creditors it was decided that it, would be 
in the interest of the stockholders and 
creditors alike that a receiver be appointed 
to carry on the business for a time, and I 
have been appointed by the United States 
District Court for the Western District of 
Michigan as such Receiver and have taken 
over the affairs of the company, and shall 
continue the business. 

“The corporation’s assets are far in 
excess of its liabilities, if they can be real- 
ized upon in the usual course of business. 
With my experience and close acquaintance 
with the affairs of the Belding-Hall Com- 
pany for the past thirty-five years and 
upwards, I earnestly believe that I shall 
be able within a reasonable time to liqui- 
date the debts and place the corporation 
back on its feet with its liabilities adjusted 
satisfactorily to all concerned. In the 
meantime, I trust that you will give me 
your co-operation.” 


Wilder Metal Sheets 


The Exceptional Product . 


Used extensively by{the™ representative electric refrigeration manufacturers. 
Samples furnished on request. 


WILDER METAL CO. 


NILES, OHIO 


SPECIFY ANSUL SULPHUR DIOXIDE 


The Product with a Factor of Safety 
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ANktyzep = 


Absolute Protection for Refrigeration 


ANSUL CHEMICAL COMPANY 


MARINETTE, WIS. 
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New REX CABINETS 


for Apartment Homes 


ce cage ee eee eee ee 


il 


Open and closed view of the Rexton 
model for apartment homes 


UILT as only Rex knows. how to 
build for economy, beauty and 
long life. These new Rex cabinets are 
especially designed to fill the exact- 
ing requirements of apartment home 


dwellers. All standard 


~~ ower Terr a oa 


FINE 


refrigerating 


REX MANUFACTURING C 


 GCONNERSVILLE IND.USA. 


units can be quickly and easily in- 
stalled. Cabinets may be had with 
or without compressor space below. 
Six sizes to choose from. 

Write today for complete particu- 
lars of our liberal dealer plan. 
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METAL CABINETS FOR ELECTRICAL REFRIGERATION 
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IMPROVEMENTS IN motor to get up speed before taking on the . W. Cone, General Necessities Corp. 
etroit. 
load of the compressor. He stated that E Mitey, Widnderd Balcieretinn Aselt- 


ELECTRIC MOTOR 
DESIGN EXPLAINED 


(Continued from Page 1, Column 5) 


sary to provide service to the customer. 
lt was pointed out in this connection that 
the central station investment for each 
electric refrigerator has been estimated ai 
$60 to $70 per machine. The central sta- 
tion sells kilowatts, but must provide gen- 
erating equipment and transmission lines 
to deliver kilovolt amperes. Since tne 
power factor represents the ratio between 
a 


ihe starting current of the clutch type 
motor is slightly higher taan the respui- 
sion induction type, but that the power tac- 
tor in operation is also higher than tne 
repulsion type. 

in the discussion it was frequently men- 
tioned that the friction in bearings and 
other operating parts represents an appre- 
ciable load on the motor. Mr. Baker, of 
the Wagner Electric Co., informed the 
audience that they had eliminated one ele- 
ment of friction by lifting the brushes from 
the commutator after the motor gets into 
operation. On the subject of quietness, 
Mr. Baker emphasized that this character- 
istic always adds to the expense of manu- 
‘acturing. He mentioned that the quiet 


4 
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A 
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es. 
.. S. Keilholtg, Frigidaire Corp. 

I. H. Reindel, Detroit. 

Vv. W. Spencer, Electric Refrigeration Corp. 
oger K. Braun, Electric Refrigeration Corp. 


R 
A. E. Wahl, General Electric Co. 

EB. Robinson, General Electric Co. 
yne J. Morrill, General Electric Co. 

M. McNulty, General Electric Co. 

j Francis, General Electric Co. 

D. G. Ellis, Electric Refrigeration Corp. 
WwW Kuenzli, Electric Refrigeration Corp. 
i Josaitis, Electric Refrigeration Corp. 
H. 
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C. Bupp, Electric Refrigeration Corp. 
I. Phillips, Detroit. 
C. H. Fessenden,.Ann Arbor, Mich. 
Hugh E. Keeler, Ann Arbor, Mich. 
T. Sutphin, Electric Refrigeration 


‘Win C. Hill, Universal Cooler Corp. 1 
Henri A. Erysellbout, Copeland Products, tue. 
M. Hyde, McCord Radiator and Mfg. Co. 


See Booth 207 
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kilovolt amperes and_ kilowatts, Robert June, Detroit. 
extremely desirable that this factor be as] motor may be attained by widening the air] R. C. Doremus, George B. Bright Co. coo 
near 100% as possible. zap, but that this at the same time lowers Wer’ ee American Radiator Co. D AIR Y PRODI I¢ I S E x POSIT i ION sho 
The central station also demands low|che power factor. Burt C. White, ‘National Ice Co. ing 
“starting current,” owing to the fact that Mr. Robinson, of the Century Mfg. Co., ie F, peamer. Geoue B. spright Co. Cleveland - October 24-29 h 
an excessive inrush puts a flicker in the} brought out the problem of lubrication in iipp, Ann Arbor, Mic eral 
: : Fr - ; ; oe a > , 
lights and causes dissatisfaction on the part | some detail. He recalled instances in| ¢, ke Roonaan Corp. If You Are Interested Zn Mechanically the 
of the lighting customers. which motors were returned to the factory} A, Hafke, Electric Refrigeration Corp. . : evel 
Characteristics Wemanded by the after the customer had used all kinds of pean, ~ See wae Cis Ref rigerated Ice Cream Cabinets The 
Ot stale Refrigerator User ubricants, ranging from 3-in-1 oil to var- Carleton J. Lauer, Electric Refrigeration Corp. bets 
tte Tite tik seen neeneite ok the lish and molasses. It seems that the house- & 4 ga, Diehl oe Ce ‘i « prol 
DO ie equ.re “nits 4 . rorcelon S t 
electric DMUs snvdstnetnres and the rolder frequently figures that anything oe, Soringfiel|, Pkg areas re we We have successfully in- ¥ ill be i di 0 
pear ghee. the 2 : . i ate which comes in a square can and which V. James, Underwriters Laboratories, Chi- stalled our units in chain ais Ma Priaicaanibed tion 
, Station, the motor manutacturer) ooks like oil should be a good motor lubri- cago. ai. cote .teaians the many improvements to t 
must give consideration to the demands oi ant. Tight belts and tiekt bearings have F. M. Cockrell, ELectric REFRIGERATION » ountains, : i! 
the user. The electric refrigerator cus- : g <a s News. meat counters, and other we have made in our 4 
ais yn Pe sg Sac Sha soa! a een a frequent cause of difficulties, but] Glenn Muffy, Copeland Products. Inc. commercial _ applications. Te WR Pies aaa be 
eee an Ba 1 ge gt we sent moter, | sonsiderable progress has been made during| C. C. Spreen, chief engineer of the Elec- 925 ie CHER CODIRET. syst 
ogg ond “i on ex re ah song abl ecent years in the construction and in the|tric Refrigeration Corporation and _presi- The 
weed coor Tomy ag pnb gui = gtr naterial used in bearings. There have also|dent of the Detroit Section of the A. S. i, and 
fe ; J piel ae ; een improvements in belts, such as the|R. E., was unable to attend the meetin 
lemands a mot hicl srfere . 6 ae . 8: 
—— — Prey abana wr na idoption of the “V” type, which permits | Keilholtz, chief engineer of the Frig- UNIVERSAL COOLER CORPORATION the 
: ack es he belt to run looser without slipping. idaire Corporation, Dayton, Ohio, and vice- D it, Michi . : iced 
taken together give the designing engineer president of the Detroit Section, was in etroit, Michigan 33 Windsor, Ontario peor 
The Oe unanimous in earepernte Po —— — and) attendance. Glenn Muffly, chief engineer on 
8 : ‘ a eee of Copeland Products, Inc., was chairman atm: 
will 


the committee which arranged this 
program. A. D. 


Several of the speakers referred to the] of 


agreeing’ that there were no insurmount- 
fact that in the early days of electric] interesting educational 


able difficulties in meeting the specifications ‘ 
g p Automatic Controls for 


SHAFT SEALS 


presented by all these three viewpoints, if 
it were unnecessary to reckon with the 
matter of cost. For example, it was 
pointed out that any manufacturer can 
build one quiet motor by taking sufficien‘ 
care, but that it is quite difficult to secure 
uniformity of production which will insure 
quietness in each individual motor. 
Another problem involved in design is that 
if any one characteristic, such as efficiency, 
power factor, or starting torque is over- 
emphasized, it adversely affects other 
desired characteristics. In other words, in 
securing an advantage in one direction, it 
is quite likely to bring disadvantages in 
others. 

Mr. Garcelon devoted his attention 
mainly to the “split phase’ and the “repul- 
sion-induction” types of motor. He stated 
that the “universal”? motor, which operates 
on both alternating and direct current 
while it would be very advantageous to the 
electric refrigerator manufacturer and the 
dealer operating in districts using both cur- 
rents, is not satisfactory because of its 
variable speed characteristics. He showed 
by a diagram that the simple induction 
motor has no starting torque and that ? 
supplementary winding is necessary in 
order to give it the initial impulse. This 
may be accompl'shed in a variety of meth- 
ods, but is usually attained by a secondary 
winding, which is in the circuit only dur- 
ing the starting period. This winding iv 
then cut off, by a centrifugal switch, since 
it would lower the efficiency if allowed to 
remain in the circuit continually. This 
so-called ‘‘split-phase’”” motor has the 
advantage of being smaller in size and 
lower in cost than other types. It has 2 
lower starting torque, however, and 
requires a very h‘gh_ starting current 
approximately seven times the normal cur- 
rent. The renulsion-induction motor. Mr 
Garcelon explained, is more expensive to 


refrigerator development, existing types of 
motors were applied and that many diffi- 
culties resulted owing to the fact that the 
motors were not designed for electric 
refrigerator requirements. For example, 
motors which had given satisfactory serv- 
.ce in operating pumps had been designed 
with no regard for noise in operation. 
Motors which gave satisfactory service on 
washing machines failed to perform 
because they were designed for intermit- 
‘ent service of only two or three hours per 
week, whereas when connected with a 


‘refrigerator they were forced to operate 


‘everal hours at a stretch. In the case of 
1 washing machine motor, efficiency is not 
in important characteristic, because of the 
short period of operation. In the case of 
1 refrigerator, however, efficiency is highly 
‘mportant, otherwise the customer will 
complain of his current bill. 


Avoiding Radio Interference 

It was pointed out that radio interfer- 
ence could be avoided by proper filtering 
ind shielding, but that this necessarily adds 
to the production cost of the motor. An 
teresting statement made by one of the 
speakers was to the effect that the spark- 
ng of the brushes is not the cause of radio 
interference, but that it is due to the fluc- 
tuation of the current in an alternating 
current motor, which feeds back into the 
wiring system and sets up inductive oscilla- 
ions in the sensitive receiving mechanism 
of the radio. 

Prof. Hugh E. Keeler, of the University 
of Michigan, Ann Arbor, Mich., offered 
‘he suggestion that the electric refrigera- 
‘or manufacturers might eliminate one of 
‘he problems of the motor manufacturers, 
namely, that of necessitating a high start- 
‘ng torque, by arranging some device for, 
such as an automatic by-pass valve or 
unloader, which would relieve the initial 


McLay, Detroit Edison Co., 
and D. G. Ellis, 
Corporation, secretary of the Detroit Sec- 
tion. The next meeting will be held about 
the middle of December, at which time 
officers for the coming year will be elected. 


is treasurer, 
Electric Refrigeration 
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GOODNOW & BLAKE MFG. CO. 


Refrigeration and 
Oil Burners 


3840 BEAVER STREBT 
DETROIT, MICH. 
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construct because the rotor is made ©*| starting pressure of the compressor. In 
wound coils, instead of copper bars, as in}answer to this suggestion, the chairman ets 
the case of the split-phase induction tyne | 5f the meeting, Glenn Muffly, chief engi- Fi 
Owing to the fact that the windings mus’ | yeer of Copeland Products, Inc., indicated the 
he insulated, a larger rotor is required, 2n"] hat the manufacturers are naturally anx- i th 
this in turn increases the size of the entire}‘ous to avoid any. complication, such as ol 
motor, thereby adding to the total cost. idditional valves, which may introduce — 
when 


Mr. Morrill, of the General Electric 
Company, referred briefly to a new type 
of motor, recently developed, known as the 
“condenser” type. He then explained an 
interesting development, in which a squirrel 
cage construction is added to the wire 
windings of the repulsion- induction motor. 
This arrangement gives a high power fac- 
tor in addition to a high starting torque 
With reference to the condensor type, Mr. 
Morrill indicated that these motors pro- 
vide a high starting torque, a high pull-up 
torque, without using a commutator. They 
*re exceptionally quiet and may be made 
20 per cent smaller without loss of any 
essential characteristic. The condensor type 
is also said to be reliable, quiet, and with 
a very high power factor. 

Mr. Brump of the Day-Fan Electric Co. 
was asked to explain how they succeed in 
split-phase induction motor 


ynother factor of uncertainty in the oper- 
iting of the refrigerating machine. 

. J. Francis, of the General Electric 
Company, Fort Wayne, Ind., suggested that 
the motor might be considerably smaller if 
voltage regulations were maintained in all 
narts of the country. He stated that since 
‘he toraue delivered by the motor varies 
as the square of the voltage, that a 20 per 
‘ent drop in voltage, which is frequently 
‘ncountered in the smaller towns, causes 
4e reduct’on of 36 per cent in the torque. 
wing to this variation in voltage, the 
meter must ke larger than would otherwise 
ke required. hence it operates at less than 
full oad, and this in turn reduces the power 
‘actor. 

Among those who were in attendance at 


the meeting were the following: 
eg ae” Farmer, Universal Cooler Corp. 
D. McLay, The Detroit Edison Co. 


building i*. , R M. Davenport, Copeland Products, Inc. 
which eliminates the disadvantages pre-| HS Fetler, Copeland Product, Inc 
viously pointed out. He explained that the} B. P. Watkins, Copeland Products, Inc. 

3 T. Brump, Day-Fan Electric Co. 


desired high starting torque was obtained 
by inserting a clutch which enables the 


G. Lonskey, Copeland Products, Inc. 


Wm. Higham, General Necessities Corp. 


4461 W. Jefferson Ave. , 


FLINTLOCK CONDENSERS 


Efficient — Economical — Compact 


Give Greater Efficiency at Less Cost 


Write for our Booklet 


FLINTLOCK CORPORATION 


, DETROIT, MICH. 
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‘A fast sellirig, highly profitable line 
of fine Cabinets that are built to con- 
tain any eee Electrical Unit. 
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VALUABLE FIGURES 
FROM STUDY OF WATER 
COOLING SYSTEM GIVEN 


Big Difficulty is Overcoming Fric- 
tion in Pires 

With the constantly increasing popular- 
ity of electric refrigerated water cooling 
systems, figures derived from the experi- 
ence of others with this type of equipment 
In an article 
by George R. Bailey, research engineer, 
which appeared in the October issue of Ice 
and Refrigeration, information is given 
which, although it was derived from water 
cooling systems using ice as a refrigerant, 
shou!d be of value to those who are install- 
ing systems using electric refrigeration. 

Mr. Bailey states that the first consid- 
eration attendant upon any installation is 
the ‘oad. This load is just as definite in 
every respect as a heating system load. 
The only divergence in the analogy 
between a refrigerating and a_ heating 
problem lies in the fact that for the latter 
there is a tremendous amount of informa- 
tion, data and general practice by which 
to be guided, whereas for the former, not 
all authorities agree upon the practice to 
be followed. The load on any ice water 
system is produced by three major items. 
These items are: consumption, absorption 
and friction. 

Covsumption will depend as a figure on 
the population of the building to be serv- 
iced and the atmospheric heat. The more 
people, the greater amount of water which 
will be consumed and the higher the 
atmospheric heat, the more each person 
will consume. 


Consumption Figures Vary 

Different buildings show a variance in 
their consumption figures due to the dif- 
ference in the nature of work carried on 
there. In buildings where physical work 
is performed, the consumption figures are 
high, amounting in steel mills, machine 
shops and telephone exchanges where 
manual boards are in use, to one-third gal- 
lon per employee per hour. Occasionally 
a unit figure will be high because of indi- 
rect causes. One system studied which 
showed a consumption of one-third gallon 
per hour per employee, where this figure 
did not seem to be justified, was found tc 
be supplying the above amount not in con- 
sumption, but as waste. 

Mr. Bailey gives the example of a five- 
story Chicago building where 300 girls of 
the telephone operator class were employ- 
ed. A check made during the month of 
July showed that the peak load came 
between 9 and 10 in the morning and 2:30 
to 3:30 in the afternoon. At these times. 
the five fountains were running 64 gallons 
per hour ner fountain. 


55 Degree Temperature About Right 


The results of a check in another build- 
ing as to what the temperature of the 
water should be were interesting. As an 
experiment, the cooler was cut in and out 
of a large system to determine the maxi- 
mum temperature the employees would 
stand before complaining. This point was 
reached with the water just above 60 
degrees. With the temperature of 65 
degrees the protests swarmed in merrily. 
An average temperature of 55 degrees 
appeared to satisfy all but the most exact- 
ing and the difference and cost between 
maintaining the water at 55 and 45 is very 
considerable. 

The remaining two items where refrig- 
eration losses occur are absorption and 
friction. The former is due to imperfect 
insulation and the latter to flow through 
pipes, tanks, valves, pumps, etc. 

Further experiment brought out that 
the fact that the loss of refrigerant due 
to heat absorption through the pipe and 
tank insulation was 8 per cent of the total 
loss, which indicates that this material 
when properly applied is very efficient and 
worth a great many times this cost. To 
further increase insulation would raise the 
Investment disproportionate to any saving 
that could be accomplished. 

Wit! the consumption and absorption 


element noted, the big consideration, fric- 
tion, remains. For the information of 
those who now operate systems, if your 
lines a ‘ well insulated the big loss is due 
to friction. To overcome this, reduce your 
gallons per minute to as low a figure as 


the consumption load will permit. This 
reduces the velocity and friction will 
reduce directly as the square of the veloc- 
ity. A temperature of 55 degrees should 
be col enough, but if complaints are made 
it might be reduced to 50 degrees. It is 
not necessary to have the temperature 
below ‘his last figure, besides physicians 
recommend against it. 

Points to Watch on Installations 

in concluding the article the following 
salient points are noted: 


FORGED BRASS VALVES 


rMechanical Refrigeration 
erty Shut-off and Cylinder 
Valves in any st; ddesigns 
OF to your specifications. * 
COTEST MANUFACTURING CO. 
LIBERTY AVENUE 
_ PITTSBURGH, PENNA; 


“1. If the building is a large one, four 
stories or more, install mechanical refrig- 
eration. 

“2. Do not install several refrigerating 
units in parallel, but have one unit of suf- 
ficient capacity to allow for not more 
than 75 per cent continuous operation. 

“3. Get by with one supply riser and 
return if possible. Your friction and 
absorption losses will increase a little more 
than directly with the length of line 
installed. 

“4. Figure the load of the system, com- 
pute the friction and absorption losses and 
acquire the cost of different sizes of pipe. 
It is then possible to compute the economi- 
cal pipe size. 

“5. When installing the pipe work, use 
as few joints or unions, coupling, nipples, 
tees, elbows, valves, etc., as possible and 
have the pipe well reamed wherever cut. 

“6. Provide the type of fountain which 
will be difficult to prop open and thus waste 
the water. 

“7. Install the best insulation on all 
‘ines, and where this comes in segments, 
have these staggered, wired and banded.” 


BAKER ICE MACHINE CO. 
ESTABLISHES NEW BRANCH 
FACTORY AT INDIANAPOLIS 


Announcement of the establishment in 
(Indianapolis of a branch factory of the 
Baker Ice Machinery Co., a $1,500,000 con- 
tern of Omaha, Neb., in the former 
Schwartz Electric Co. plant, was made on 
October 17 by the Industrial Commission 
of the Indianapolis Chamber of Commerce. 

The Baker Company, with a world-wide 
distribution of commercial refrigerating 
machinery, expects to manufacture $2,000,- 
00 worth of products a year in its new 
(Indianapolis branch. This company manu- 
factures refrigerating machinery for com- 
mercial purposes ranging in size from units 
small enough for grocery and butcher shop 
use to machines capable of producing 100 
ons of ice a day. 

The Indianapolis branch will manufac- 
ture three smalelr types of refrigerating 
machines for butcher shops, groceries, flor- 
‘sts, and smaller size establishments. 


GENERAL ELECTRIC CO. 
HOLDS FALL FESTIVAL FOR 
SCHENECTADY EMPLOYEES 


On October 15 the General Electric Co. 
held its Grand Fall Festival for the Elec- 
tric Refrigeration Department employees 
and their relatives at Schenectady, New 
York. About 6,000 people attended the 
festivities, which began at one-thirty with 
an inspection of the refrigeration depart- 
ment in several of the buildings. The 
various models of General Electric refrig- 
erators were on display, as well as the dis- 
assembled machine, showing the various 
yarts which go to make up each unit. 

Following the inspection of the refrig- 
eration department, the program was con- 
tinued on the General Electric athletic 
field. Here each guest was presented with 
a favor. Ice cream, candy and soft drinks 
were distributed to the guests from an 
array of multi-colored booths. 

Lewis Nielson, as master of ceremonies, 
introduced the first speaker, T. K. Quinn, 
general manager of the Electric. Refrig- 
eration Department, from headquarters at 
Cleveland. B. L. Delack, manager of the 
Schenectady works; Christian Steenstrup, 
engineer in charge of the refrigerator 
department, and E. E. Spiker, superintend- 
ent of the Schenectady department, each 
addressed the assembly briefly. 

Special attractions on the athletic field 
included a 3,000 foot parachute jump, tra- 
neze work, tight wire and juggling stunt. 
acrobatic features and hand _ balancing 
feats, as well as a baseball game. 


SUGGESTS DELIVERY OF 
INSTALLATION MATERIAL 
UNDER COVER OF NIGHT 


Electric refrigeration dealers on the 
look-out for new ideas will be interested in 
this one expressed in a letter from Electric 
Refrigerating and Appliance Company of 
Dallas, Texas. 

“We thought you might be interested in 
the following little incident which occurred 
a few days ago when we sent copper coils 
and material to a customer’s place of busi- 
ness prior to installing a machine. 

“The material had not been there more 
than two hours before the police appeared 
asking for permission to look over the 
premises in search of whisky and beer 
which this customer was supposed to have 
on his premises. 

“It appears that some neighbor saw the 
copper coils and machinery going into his 
place, decided that he was making bootleg 
liauor, and quickly sent in a call to the 
police for investigation. 

“It is suggested to the refrigerating 
machinery dealers in view of the above that 
it might be well to deliver all machinery 
and material in the dead of night.” 


E. A. Dawley With Southern 


Colorado Power Company 

E. A. Dawley, former owner of the E. 
A. Dawley Electric Company, of Fowler, 
Colorado, has sold his interests in that city 
and is now with the Southern Colorado 
Power Company, at Pueblo, Colorado. 
Mr. Dawley continues in his new connec- 
tion with the sale of electric refrigeration. 


FOOD PROTECTION TO BE 
STUDIED BY BUREAU OF 
DEPT. OF AGRICULTURE 


(Continued fgom Page 1, Column 1) 


available through the co-operative manu- 
facturers and in accordance with alt work 
of this nature conducted by governmenta) 
departments it must also be made available 
for distribution to others desiring to make 
use of it. 

The report of the Society states further 
that in connection with its S. E. D. 
monthly advertising service for central sta- 
tions, the Society has included in each 
month’s issue two illustrated advertise- 
ments dealing with refrigeration subjects. 
By. the nature of this service, it was nec- 
essary to have this advertising absolutely 
neutral and its main aim therefore has been 
to sell the idea. From September, 1926, 
to August, 1927, inclusive, there have been 
some 24 advertisements which have been 
placed in the hands of 134 leading central 
stations throughout the country, which are 
subscribers to the service. 


Summary of Co-operative Program 
In presenting the report of what the 
Society has done in the promotion of elec- 
tric refrigeration since the meeting of the 
committees at Waldenwoods, Michigan, in 
September, 1926, a resume is given cover- 
ing the details of the activity as follows: 
It will be remembered at Waldenwoods 
a progress report was made by Mr. Feiker, 
who gave an accounting of the Society’s 
stewardship of the fund of $100,000, sub- 
scribed by 
Frigidaire Corporation 
Copeland Products, Inc. 
Servel Corporation 
Kelvinator Corporation 
General Electric Company 
Nizer Corporation 


to carry on a co-operative market develop- 
ing program. 

At the same meeting a program was 
suggested for 1927, which contemplated an 
amplification of the 1926 program. The 
Sales and Advertising Committees en- 
dorsed this program, but the Executive 
Committee decided to withhold this pro- 
gram for the time being. 

Since that time the Society has consist- 
ently and continuously carried on a cur- 
tailed, but intensive activity, the expense of 
which has been covered by the unexpended 
portion of the 1926 funds. 

Below is a concise statement of what has 
been done since the Waldenwoods meeting 
last September : 

Constitution and By-Laws: Mr. Neagle, 
legal counsel for the Society, prepared a 
draft of a Constitution and By-Laws for 
the Electric Refrigeration Council, govern- 
ing the setting up of the Electric Refrig- 
eration Council as a permanent body to 
work with the Society and to provide and 
control the funds expended through the 
Society for co-operative market develop- 
ment work. 

At a meeting of the executives held in 
New York in October, 1926, certain amend- 
ments to the original draft were made. 
These were incorporated by legal counsel 
and submitted to the Executive Commitee 
for final approval. 

General Publicity: There has been 
‘cluded in the Society’s weekly news 
services, in accordance with the regular 
schedule, special material designed to sell 
the idea of electric refrigeration. This 
material has taken four forms: feature arti- 
cles, special interviews, recipe stories and 
small space fillers. 

Special Writers: In order that the out- 
side viewpoint might be presented in this 
special electric refrigeration material, we 
have from time to time engaged the serv- 
ices of special writers, with the result that 
a very wide field has been covered. The 
grade of material offered has been so good 
‘hat it has been used extensively. 

Photographs Supplied: In a number of 
instances, we have been instrumental in 
securing photographs on refrigeration sub- 
‘ects that have been supplied to magazines 
and newspaper syndicates. The co-opera- 
tion of a number of electric refrigerator 
manufacturers has been invaluable in 
enabling us to perform this service. 


Assistance to Speakers: Upon request, 
we have made suggestions for speakers to 
address industry groups on electric refrig- 
eration matters. The outstanding contribu- 
tion in this connection was securing the 
services of Dr. Louise Stanley, head of the 
Bureau of Home Economics, Department 
of Agriculture, to address a meeting of 
some 200 members of the American Society 
of Refrigerating Engineers on domestic 
electric refrigeration. 

Supplying Statistics: Quite a number of 
written and telephone calls have been 
received asking for data and statistics on 
the electric refrigeration industry. We 
endeavor at all times to keep up to date 
our files on the subject, and this has 
enabled us to render effective service in all 
cases. 

Consumer Booklet: As a phase of edu- 
cating the public to use electric refrigera- 
tion, the Society has continued its endeav- 
ors to get wide distribution for the con- 
sumer booklet, “The Magic Box.” Over 
100,000 copies of this booklet have been 
distributed. It was prepared as part of the 
1926 program, and the cost of the booklet 
was partly underwritten by two of the 
electric refrigerator manufacturers. The 
balance of the cost was paid for out of the 
program funds, being charged to that divi- 
sion appropriated for work of this kind. 


Hot Die Pressed Forgings 


Valve bodies, tees, elbows, evaporator headers,—anything in the line of 
specifica Rough forgings . The largest 


brass parts made to your 
producers of refrigerator forgings in the country. 
Send your specifications direct to 


ROME MANUFACTURING COMPANY, Rome, N. Y. 
Factory Representatives, F. B. Riley and Associates, 320 Beaubien St., Detroit, Mich. 


Ice Cream Manufacturers— 


—will be interested to know that the Motors Metal Manufacturing Company are 


now manufacturing standard ice cream cabinets. 


Our Cabinets are being used by the following representative manufacturers: Stroh 
Products Co., Automatic Freezer Syndicate, Servel Corp., Universal Cooler Corp. 


Booth No. 156, Dairy Products Exposition, 
Cleveland, October 24-29. 


MOTORS METAL MFG. CO. - 


DETROIT, 
MICHIGAN 


Big Jobs 
Waiting . 


frigeration expertly, 
scientifically 


Free Book shows you how to connect with the 
bigger paying, more profitable jobs in the boom- 
ing refrigeration business. Shows employers how 
to increase profits—by training their men. Real 
experts are rare! Trained men are snapped up! 
It takes only a few months to make any man 
a master of the science of refrigeration with our 
practical home study course—able to tackle bigger 
jobs of selling, installing and servicing. 
Study Refrigeration at Home 
The course is easy to understand, written in 
clear, plain language. 
experience, bars no one. 
enough. Forty-eight lessons take you from the 
beginning to the last word in refrigeration. ; 
ners, salesnien, mechanics can. profit by this 
course. Gives you full, rich background, knowl- 
edge of construction of all types of machines. 
Nowhere else can you obtain this type of train- 


A half hour a day is 


ing that teaches you without the loss of a minute’s 


time from your work. 
groups enrolling! 

employment service. 
portunities in Electrical Refrigeration,’’ get the 


Lack of education, age, facts. 


Utilities Engineering Service 


Dept. 410 


Special offer now open to ° 
Easy monthly payments. Free 
Write for the booklet, ‘“‘Op- 


a PRD 


Educational Division 


3120 North Clark St. 


iB 


oe os 


CHICAGO, ILL. 
“ey 


for the 


for thirty-five years 


manufacturers of 


Finishing Materials 


Refrigeration Industry 


Our technical knowledge gained by long 
years of intimate contact with the refriger- 
ation industry is available to high-grade 
manufacturers. This is an integral part 
of our service—really as important to 
you as the high quality of our product. 


BRADLEY - HURTZ 
COMPANY 


Successors Industrial Division Bradley & Vrooman Co. 


2626 SO. DEARBORN ST. ARAM EZ 
Or, s 
RCOUER, 


CHICAGO, ILLINOIS 


+4 INDUSTRIAL #—— 


ARNISHE 
Ser. 
() —" 


PIPE and TUBE 


°° EITTING 


Sz 


Made From Brass Rod, 
Castings or Forgings 


For many years we have specialized in 
the manufacture of brass fittings, in 
small sizes, for connecting brass and 
copper tubing. 

In addition to fittings made from brass 
rod and castings, we are now producing 
similar parts made from BRASS 
FORGINGS to meet the requirements 
of Iceless Refrigerator Manufacturers 
for fittings of a superior type. These 
fittings will not leak gas, air or liquids 
ander mechanical pressure. They have 
the compact grain structure, high ten- 
sile strength and smooth, flawless sur- 
faces found only in forgings. Our forged 
fittings are accurately machined, care- 
fully inspected and equal to the most 
exacting requirements. 

Send a sample or blue-print for quotations on 
parts of a special nature. Catalogue No. R-30, 


showing our complete line of standard fittings 
will be mailed on request. 


: 
Fel) 


COMMONWEALTH BRASS CORPORATION 


DETROIT 


5781-5835 COMMONWEALTH AVE. 


MICH. 
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